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Abstract  
The ability to adapt to a changing environment is essential for businesses that strive to 
consistently provide value to modern consumers. Characteristics of the external ecosystem in 
which companies operate can greatly alter the lens through which potential customers interpret 
corporate communications, perceive brands and ultimately make purchasing decisions. Two 
significant trends impacting today’s marketplace are the heightened polarization of the American 
political landscape and the increasing relevance of the millennial generation as a key audience. 
The convergence of these factors presents a need for marketing professionals to consider 
corporate responsibility messaging as a way to meet the needs and expectations of a generation 
that demands corporate action in ways that are both unprecedented and continually evolving. The 
relationship between politics and identity that denotes a key characteristic of the millennial 
generation represents an important component of understanding and appealing to the millennial 
demographic and psychographic. As a result, the convergence of these variables can best be 
examined through the use of corporate social responsibility statements as marketing tools to 
reach a consumer base that is redefining what it means for companies to be socially responsible. 
Through semi-structured personal interviews with academic experts and business 
professionals and a survey of millennial consumers, this study attempts to address several 
research questions relating to the impact of political corporate social responsibility statements on 
corporate marketing strategy and millennial brand perception. The results of the study indicate 
that the country’s political environment and the consumer power of millennials are important 
aspects for corporations to consider. While in most cases the presence of politics in corporate 
messaging creates unnecessary risk for stakeholders, there is significant opportunity to gain a 
competitive advantage if the product or service, brand, corporate story and target market align. 
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Introduction 
 Modern marketing strategy involves identifying viable market segments and determining 
the most effective way to appeal to these groups. Marketers across the globe have shifted their 
focus to the increasingly dominant target audience of millennials. In fact, millennials have 
officially become the “nation’s largest living generation,” making them a significant and 
distinctive group (Fry, 2016, para.1). Born between 1981 and 1997, these individuals possess 
unique characteristics that make them a driving force of major social and demographic change 
(Fry, 2016). This global phenomenon is shaping the ways in which corporate America views 
millennial customers who are entering a period of their lives in which they will represent a 
significant percent of the nation’s purchasing power (“Millennials,” 2017, para. 1). Accordingly, 
businesses need to carefully consider the cultural attributes that make this generation distinct in 
order to understand the ways in which these individuals perceive corporate brands and make 
purchasing decisions. An awareness of the opinions, perspectives and motivations of the 
millennial customer is crucial for businesses that seek to thrive in the coming decades.  
 Interestingly, the demographic prevalence of millennials coincides with another social 
trend of increasing political polarization in America. In fact, American political polarization has 
grown consistently since 1994 and has reached a point of heightened partisanship where political 
parties are more divided than at any point in the last two and a half decades (“The Partisan 
Divide,” 2017). Moreover, consumers are redefining their individual identities based on political 
viewpoints, and this development represents an influential factor that is shaping the behavior and 
lifestyles of modern audiences in unprecedented ways. Today’s consumers fervently embrace 
politics as an important means of developing and expressing their own beliefs, and these 
ideological values often play a role in either consciously or subconsciously shaping customers’ 
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purchasing decisions. As a result, statements of corporate social responsibility have become 
increasingly prominent as companies prepare to meet the self-proclaimed needs of a new 
generation. Furthermore, the consideration of one’s political party and ideology as a reflection of 
one’s identity and values may force marketers to redefine the boundaries of corporate social 
responsibility. If political issues are influencing the definition of what is socially responsible, 
corporations may need to think more deliberately about their stated beliefs and the ways in which 
their target audiences will react to either action or inaction about social and political issues. 
Although politics is not the only means of examining a potential customer’s motivations, the rise 
in prominence that politics may hold in the minds of millennial customers makes it a crucial 
component of fully understanding this audience.   
 Corporate social responsibility is an intriguing concept because companies often 
strategically select the way in which they publicly involve themselves in ostensibly altruistic 
causes. Even companies with the best intentions are forced to reconcile a desire to do good with 
the reality of the economic costs and benefits associated with philanthropic endeavors. As a 
result, it is in these companies’ best interest to strategically identify statements of social 
responsibility that will most efficiently lead to the best perception of their brands. It is important 
for companies to be able to justify financially their benevolence in a way that makes economic 
sense, enables them to give back effectively to the community and promotes favorability with 
customers. Amidst a landscape of changing demographics, societal values, and corporate 
marketing strategies, the successful presentation of corporate social responsibility may allow 
brands to gain a competitive advantage over their competitors while failure to successfully adapt 
to the shifting needs of customers may render a company unable to compete effectively. 
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 The purpose of this study is to examine the use of corporate social responsibility 
statements as marketing strategies intended to influence millennial customers’ perceptions of 
brands during this time of heightened political tension. It will explore the ways in which 
companies utilize corporate social responsibility statements to respond to political events and 
whether this approach contributes to the gaining of a competitive advantage reflected by 
favorable brand perception from the perspective of a company’s millennial customer base. 
Specifically, it will investigate millennial opinions of companies and brands that leverage 
political issues to propel their statements of corporate social responsibility. Research suggests 
that millennials place a high level of value in supporting causes that reflect principles they 
believe are important, which indicates that millennials might choose to support certain brands 
that promote politically motivated causes with which they fervently agree (Dews, 2014). This 
study attempts to determine the value that corporate social responsibility holds in the minds of 
millennials in terms of brand perception, and it also investigates implications for its ability to 
influence purchasing decisions and shape corporate marketing strategy. 
 By gaining insight into the perspectives of knowledgeable marketing experts and 
millennial consumers through the use of personal interviews and survey data collection, this 
research will provide greater understanding of whether companies can successfully gain a 
competitive advantage by introducing political issues into the arena of corporate social 
responsibility. If millennials are redefining their identity based on political values, then this 
development will influence the way that professionals approach marketing, brand management 
and corporate social responsibility.   
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Literature Review 
 In addition to highlighting the distinctive characteristics of the millennial generation, this 
literature review will explore the state of political polarization in the United States and the lens 
of identity politics through which millennial customers view corporate brands. Additionally, an 
examination of corporate social responsibility as a key component of marketing strategy will 
shed light on the ways in which mastery of this technique can be used to effectively reach the 
millennial generation during a prolonged period of political tension. Understanding the 
motivations of millennials who may consider political identity to be a reflection of their values is 
a critical component of comprehending the potential that a strategy promoting certain aspects of 
corporate social responsibility may hold for allowing companies to gain a competitive advantage 
through positive brand perception. 
 
The Millennial Generation 
 The millennial generation is growing in influence, and the distinctive cultural attributes, 
economic factors and social shifts characterizing this generation provide a unique perspective 
that marketers should evaluate. Individuals born between 1946 and 1964, also known as 
members of the “baby boomer” generation, are part of what has historically been regarded as the 
largest generation; however, research shows that millennials are quickly surpassing baby 
boomers in terms of population in America (Fry, 2016). A combination of increased immigration 
of millennials to the United States, a large number of births and the inevitable deaths of baby 
boomers explains this demographic shift. The population of millennials is projected to reach 81.1 
million in the United States by 2036 (Fry, 2016). The growth of this segment is significant 
because it underlines the urgency with which companies need to consider the subtleties of 
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marketing to millennials who will soon represent a majority of the American population and 
enter their prime spending years (“Millennials,” 2017, para. 1). The Brookings Institute estimates 
that millennials will represent up to 75 percent of the United States workforce in 2025 and 
speculates that this generation currently represents more than $1 trillion in U.S. consumer 
spending (Dews, 2014). Recognizing the importance of millennials as a market segment, the 
distinct descriptive attributes of this generation and the external economic and societal factors 
uniquely impacting these individuals is the first step to developing an understanding of this 
group in a way that allows millennial motivations and values to be translated into an effective 
marketing strategy.  
 
Descriptive Characteristics of Millennials. In order to effectively appeal to the 
millennial generation, it is important to understand that there are a number of characteristics that 
make millennials different from individuals in any other generation. For example, millennials are 
willing to spend up to 13% more on plane tickets than other generations because they place 
greater emphasis on having new experiences than on obtaining material goods (“Traveling,” 
2013). Based on the fact that the number of 25-35 year olds living with their parents has 
increased by 15% since 2005, millennials also tend to wait longer to become fully independent 
(Fry, 2016). The U.S. Census Bureau notes that only 19.9 million adults ages 18 to 34 lived with 
a spouse in 2016 compared to 22.9 million who lived at their parents’ home (Vespa, 2017). This 
represents a significant change from 1975 when 31.9 million young adults lived with a spouse 
and 14.7 million lived at their parents’ home (Vespa, 2017). Additionally, millennials are waiting 
longer to get married with marriage being delayed to a median age of 30 (“Millennials,” 2017, 
para. 9-10). Some millennials also believe that education and economic success are more 
MARKETING	AN	IDEOLOGY	 	 									11	
important than marriage and having children (Calfas, 2017). As evidenced by the idea of a 
sharing economy in which they prefer to rent or share ownership of items, these individuals also 
tend to remain reluctant to invest in big-ticket items such as cars and homes (“Millennials,” 
2017, para. 13-14). When they do purchase items, savvy millennial shoppers use the internet to 
find retail outlets that maximize convenience and minimize cost (“Millennials,” 2017, 15-16). 
The health habits of this group are also striking with millennials paying more for healthy 
attributes in food than other generations (“Younger Consumers,” 2015). Remarkably, only 
“20.1% of millennials are obese compared with 32.5% of non-millennial adults” (Witters & 
Agrawal, 2016).  
Millennials also expect more from the companies with which they engage. Research 
indicates that 89% of millennials “expressed a stronger likelihood that they would buy from 
companies that supported solutions to specific societal issues,” and 63% “want their employer to 
contribute to social or ethical causes they [believe] are important compared to half of older Gen 
Xers and Boomers” (Dews, 2014. para. 1). Not only will the millennial generation represent a 
majority of the population, but it may also demand that companies place unprecedented emphasis 
on corporate social responsibility both in terms of influencing consumer social behavior and 
creating sympathetic workplaces that tote ethical corporate cultures to attract like-minded 
employees. An article in Forbes corroborates a shift in values that accentuates meaningful work, 
collaboration, fun, freedom of choice and authenticity as priorities in the minds of millennials 
(Gross, 2002). These characteristics highlight an attitude of cultural cooperation and partnership 
that will likely transform the workplace as well. This focus on collaboration naturally facilitates 
an interest in greater community issues, making corporate social responsibility all the more 
important. Involvement in larger societal issues, loyalty to socially responsible companies and 
MARKETING	AN	IDEOLOGY	 	 									12	
interest in environmental sustainability are also often cited as key millennial values (Winograd & 
Hais, 2014). In fact, a Nielsen survey from 2015 found that three out of four millennials are 
willing to pay extra for sustainable product offerings (“Green Generation,” 2015). All of these 
findings indicate that members of this generation will likely be attracted to work at companies 
that can prove they value these attributes as well. 
 
External Economic and Societal Factors Impacting Millennials. In addition to 
considering the integral cultural values of the millennial generation, it is necessary to note the 
numerous external distinctions that mark the world in which millennials were raised. According 
to the World Economic Forum, millennials will be the first generation to be worse off than their 
parents and will have to address issues such as global debt and environmental worries (Hutt, 
2016). Terrorism, conflicts and political tension are also cited as major concerns according to 
57% of respondents in Deloitte’s survey of millennials (2017). At the same time, there are a 
number of positive developments that define this generation as well. Less poverty, better health 
care and increased education along with major technological advancements have played a 
fundamental role as the world has welcomed the first generation of “digital natives” (Hutt, 2016, 
para. 4). Millennials are also comfortable reaching out to the world through online platforms 
such as social media channels (Ferguson, 2012). Additionally, this generation has developed a 
seemingly innate interest in taking action to address important issues. They have an awareness of 
global issues that, combined with the demonstration of unique social attributes, inspires them to 
take action and affect change in the world (Hutt, 2016).  
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Political Polarization 
Since the birth of the United States government and the development of the two-party 
political system, fervent partisan debate represents an intrinsic element of American democracy.  
The institution of politics and its ensuing controversies characterizes an external force that 
infiltrates copious aspects of society including corporate America and the consumers to which 
businesses offer their goods and services. Although many aspects of American culture have 
changed since the eighteenth century, political preferences in particular have developed an 
increasingly important role in modern society.  
 
Evidence of Political Polarization. Research shows that political division is increasing 
due to certain societal shifts and that this change creates important consequences for millennials 
as well as the greater U.S. population. In fact, the presidential election of 2016 demonstrates an 
unparalleled amount of political polarization. According to the official results of the 2016 
presidential election as reported by the United States government, Hillary Clinton received 227 
electoral votes while Donald Trump received 304 votes (2016). This is significant when 
compared to the presidential election results of 2008, for example, in which Barack Obama and 
John McCain were separated by 192 electoral votes (United States Federal Election Commission, 
2008). The extremely close election of 2016 highlights heightened political division among 
Americans, and these intriguing statistics have intensified awareness of the ideological disparity 
that exists across the country.  
The Pew Research Center reports: “The divisions between Republicans and Democrats 
on fundamental political values- on government, race, immigration, national security, 
environmental protection and other areas- reached record levels during Barack Obama’s 
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presidency. In Donald Trump’s first year as president, these gaps have grown even larger” (The 
Partisan Divide,” 2017, para. 1). The Pew Research Center has also tracked changes in the 
responses to the same political research questions since 1994. On all ten categories tracked since 
that year, the average partisan gap has increased from 15 percentage points to 36 points (“The 
Partisan Divide,” 2017). Furthermore, an analysis of tweets regarding the 2010 congressional 
election also shows the trajectory of this trend (Conover et al., 2011). Computer science 
researchers from Indiana University concluded that “the network of political retweets exhibit[ed] 
a highly segregated partisan structure with extremely limited connectivity between left and right 
leaning users” (Conover et al., 2011). Undoubtedly, our country is experiencing an era of 
political partisanship that will likely bring new challenges for all aspects of American society.  
 
Factors Reinforcing Political Polarization. After establishing the presence of 
heightened political polarization, it is necessary to consider some of the contextual elements 
contributing to this trend. One particularly predominant hypothesis explaining the reasons for the 
partisan divide in America is outlined thoroughly in Bill Bishop’s book: The Big Sort. Why the 
Clustering of Like-minded America is Tearing us Apart (Bishop & Cushing, 2008). 
Improvements in educational access and economic mobility between 1960 and 2008 have created 
a scenario in which more educated liberals tend to become more liberal while more educated 
conservatives become more conservative (Bishop & Cushing, 2008). 45% of people with a 
college degree moved to a new state to find more opportunity while only 19% with high school 
degrees moved during the period from 1980 to 1999 (Bishop & Cushing, 2008). This has created 
a “sort” in which communities have segregated themselves into like-minded groups who share 
many common social characteristics including what political party they support (Bishop & 
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Cushing, 2008). Moreover, Bishop and Cushing argue that the evolutionary tendencies draw 
people with similar viewpoints and social traits together (2008). Political scientist Lynn Vavreck 
corroborates this idea in her research when she concludes, “People in each party now share more 
similar views on issues, and they are more alike in race and ethnicity. Americans are increasingly 
surrounded by those who are like-minded, and they seem to prefer to keep it that way for the 
next generation” (2017, para. 16). Her research also shows that in 2016, 60% of Democrats and 
63% of Republicans wanted their children to marry someone from the same political party 
compared to 33% of Democrats and 25% of Republicans in 1958 (Vavreck, 2017). New York 
Times political analyst Nate Cohn elaborates, “More than ever, the kind of place where 
Americans live- metropolitan or rural- dictates their political views. The country is increasingly 
divided between liberal cities and close-in suburbs, on one hand, and conservative exurbs and 
rural areas, on the other” (2014, para. 5). Political researcher Casey Klofstad concludes through 
research that long-term couples tend to share political preferences and that this phenomenon 
might be helping to increase the ideological gap (Klofstad, McDermott & Hatemi, 2013). Other 
possible factors reinforcing polarization include the influence of big donors and political action 
committees that give money to candidates, the split of media into liberal and conservative camps, 
the hiring of professionals for grass roots efforts and weak party leadership (Sullivan, 2017).  
 
Millennial Political Preferences. Not only is America becoming increasingly divided by 
political ideology, but it’s also becoming politically divided along certain demographic lines. 
According to the Pew Research Center, members of the Millennial and Generation X groups tend 
to be more liberal while Baby Boomers and the Silent Generation are typically more 
conservative (Maniam & Smith, 2017). Additionally, although the ideological balance of the 
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overall population remains relatively unchanged, the share of liberal Democrats in the general 
public has grown (Maniam & Smith, 2017). It is important for marketers attempting to reach 
these audiences to understand the political perspectives from which potential customers perceive 
corporate messaging so that they can appeal to the underlying factors that motivate these 
individuals. Millennials in particular are cited as the generation most likely to identify as liberal 
Democrats as of 2016 (Maniam & Smith, 2017). This point is critical for marketers to understand 
because although politics may seem separate from the corporate arena, political opinions are 
developed as a result of individual opinions, which influence both public and private spheres of 
society. Harvard University’s Kennedy School’s survey of young adults in 2016 demonstrated 
that preferences for Democrats among 18 to 29 year olds of age doubled compared to a similar 
poll in spring 2015 (2016). There also seems to be more interest in socialism among millennials. 
Harvard’s poll showed that socialism was supported by 33% of 18 to 29 year olds compared to 
42% who support capitalism (2016). They also believe that “things in the nation today are off 
track” by a margin of three to one (“Clinton,” 2016). A 2015 Reason-Rupe Poll showed that 58% 
of 18-24 year olds and 43% of 25-34 year olds were positive toward socialism compared to 23% 
of 55-64 year olds and 28% of people 65 and over. Although it is possible that the younger 
survey participants could change their perspectives as they age, a stark contrast of viewpoints 
between younger and older participants remains evident. David McKay (2017) writes, “Political 
culture is made up of the sum of individual beliefs and values and, crucially, it is essentially 
independent of political authority” (p.7). Based on this interpretation, one could argue that 
politics is a reflection and manifestation of the cultural values that shape and create audiences 
including millennials’ understanding of the world around them every day.  
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Consequences of Political Polarization. The sharp divides that exist within modern 
America come with consequences. Partisan fighting among politicians contributes to an often-
frustrating cycle of dysfunction and inaction that leads to bitter disagreement and reduced 
efficacy in elected representatives (McCarty, Poole, & Rosenthal, 2016). This toxic environment 
also affects the American people and raises questions about the long-term effects of such deep 
divisions. One study from the Pew Research Center highlights the current state of extreme 
political polarization by describing how Democrats and Republicans not only disagree about 
political issues at face value, but also disapprove of each other’s lifestyles, distrust each other’s 
motivations and embrace value systems relating to religion, marriage and family life firmly 
founded on irreconcilable differences (Taylor, 2016). Astonishingly, a poll by HuffPost and 
YouGov from 2016 uncovered that 45% of Americans “have gotten into a fight over the election 
with a friend, a family member or a co-worker this year” (Edwards-Levy, 2016, para. 1). 
Research also highlights how “92% of Republicans are to the right of the median Democrat in 
their core social, economic and political views, while 94% of Democrats are to the left of the 
median Republican, up from 64% and 70% respectively in 1994” (Taylor, 2016, para.7). It is 
also interesting to note that the Pew Research Center found that the percent of Americans with a 
highly negative view of the opposing party has doubled in the past two decades (Taylor, 2016).  
The increased intensity with which members of each party adhere to the beliefs of their 
respective political bases reflects an important component of the context of modern politics. 
 
Politics and Identity 
 Researchers spanning the disciplines of neuroscience, social science, psychology and 
political science have demonstrated how political preference is at the core of one’s sense of 
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identity. While research supports the notion that America is very polarized, there are a few key 
issues around which disagreement primarily centers. Government aid, racial discrimination, 
immigration, military strength and environmental regulation are cited as some of the most 
contentious issues today (“The Partisan Divide,” 2016). In addition to considering the presence 
of political polarization in the United States, it is useful to take this idea a step further and 
analyze the implications of political affiliation as a means of personal expression.  
The concept of identity politics illustrates the idea that one’s political party is not just an 
affiliation, but an ideology that functions as a reflection of one’s own identity. According to 
political researcher Lynn Vavreck, political parties represent an integral aspect of society: “party 
labels do more than just summarize people’s views on issues and policies. They are expressions 
of an identity. This trait, like many others, may be learned in the laps of our parents and in our 
neighborhoods when we are young, the same way we learn about our ethnicities or religions” 
(Vavreck, 2017, para. 3). This finding has led researchers to explore extensions of this notion 
including the prominence of politics as an identifying factor in peoples’ minds. Sean Westwood 
recently conducted a study designed to examine this nuance, and his research shows that 
Americans’ political identities are even stronger than the demographic factors of race and 
ethnicity (Westwood et al., 2017). This study also makes the point that political preference is a 
choice unlike characteristics such as race and ethnicity that are innate features, suggesting that 
political allegiance is a better representation of a person’s core identity (Westwood et al., 2017). 
According to this research, politics is not simply an identifying factor for Americans, but a 
primary identifying factor that exceeds the influence of religion, language, region and ethnicity. 
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 Theoretical Framework for Identity Politics. Although there may be many causes of 
the phenomenon that is identity politics, the consideration of psychological theory provides some 
answers to the question of why people consider political identity with such importance. One 
study analyzing neurological activity demonstrates how the functionality of our brains shows 
how closely politics is related to personal identity. Neuroscientists at the University of Southern 
California found that “[w]hen people's political beliefs are challenged, their brains become active 
in areas that govern personal identity and emotional responses to threats” (2016, para. 1). This 
finding suggests that our brains consider our political beliefs to be key components of ourselves. 
Additionally, research in the field of genopolitics, which examines the linkage between biology 
and behavior, suggests that several genes work together to predispose us to our political values 
(Hatemi, et al., 2011). This field of research is relatively new, but it leads one to further consider 
political preferences as an innate part of our identity. To gain a more complete understanding of 
the concept of identity politics, three key theories of social identity theory, psychological 
reactance and belief congruence demonstrate additional means of considering this topic. 
 
 Social Identity Theory. An important component of understanding the factors that 
contribute to a person’s identity stems from analyzing a person’s perceived place in the world. 
Particularly, social identity theory refers to the idea that a person’s sense of identity is based on 
his or her group memberships (McLeod, 2008). This notion also indicates that these groups are 
“an important source of pride and self-esteem” (McLeod, 2008, para. 3). Consequently, humans 
have an inherent tendency to promote the superiority of the groups in which they’re involved and 
simultaneously hold negative views of groups that oppose them (McLeod, 2008). However, 
some researchers caution against failing to consider the influences of history and culture on 
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social identity theory and add that the word “identity” can have numerous subjective definitions 
(Huddy, 2001). When social identity theory is applied to the concept of political polarization, it 
offers one explanation for the predisposition of individuals to wholeheartedly embrace groups 
with which they agree and vehemently oppose those with whom they disagree.  
 
Psychological Reactance Theory. The theory of psychological reactance also helps to 
explain the natural motivations of individuals who identify themselves through their political 
ideology. Psychologist Jack Brehm describes psychological reactance as the idea that “people 
become motivationally aroused by a threat to or elimination of a behavioral freedom… [and this] 
impels the individual to restore the particular freedom threatened or taken away” (1989, p.72). In 
an environment of heightened political polarization in which individuals may consider their 
political views to be reflections of their identities, this theory explains why individuals who 
perceive that their beliefs are being challenged will be prompted to take action to resolve a 
situation in which they feel personally confronted. Due to the tenacity with which modern 
Americans maintain their political ideologies, even the smallest offense can anger a passionate 
individual. Additionally, research suggests that the amount of reactance to a given stimuli 
depends on the how large of a threat it presents (Steindl, Jonas, Sittenthaler, Traut-Mattausch, & 
Greenberg, 2015). As a result, if customers interpret a company’s political message as a potential 
threat to their identity, this may cause the message to act as a catalyst for consumer action that 
actively combats the message a brand is trying to send. Researchers Iyengar and Westwood 
contend that because society does not shun partisan discrimination such as it does for racial 
discrimination, discrimination against members of the opposing party occurs frequently (2015). 
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Additionally, their research shows that bias against an outgroup is more strongly influenced by 
dislike of the outgroup than favor towards an ingroup (Iyengar & Westwood, 2015). 
 
Belief Congruence Theory. Belief congruence theory represents another fundamental 
aspect of identity politics. The Blackwell Encyclopedia of Social Psychology defines belief 
congruence theory as a “theory of prejudice which proposes that the most important determinant 
of one person's attitude toward another is the similarity or ‘congruence’ between the two 
peoples’ belief systems” (Manstead & Hewstone, 1996). Historically, this theory has been 
applied to issues involving the topic of racial discrimination and examines what causes 
individuals to interact with and favorably view members of the same race; however, this theory 
also has major implications for brand perception among modern audiences (Woodard, 1966). If 
the biggest predictor of one’s perception of another person is the similarity between that person’s 
values and those of the other person, it is reasonable to consider that the values that a corporate 
brand promotes may play a large role in the way in which customers perceive and interact with 
that business.  
 
Implications of Theory for Marketing Strategy. The implications of these theories for 
corporate America are captured well in the lead paragraph of an article in TIME Magazine titled 
“It’s Time for Every Brand to Pick a Side,” which bluntly states, “You wouldn’t expect that 
standing up for humanity, dignity and equity — or against hate, racism, xenophobia and sexism 
— would stir controversy for a cereal or a car or a cup of coffee. But in today’s America, it does” 
(Matlins, 2017, para. 1). The article cites several examples of consumers utilizing their 
purchasing behavior as an avenue for voicing disapproval including the boycott of Target based 
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on the company’s decision to remove gender-based signage from its aisles and the use of 
#DeleteUber on social media platforms to condemn the actions of Uber’s CEO (Matlins, 2017). 
These strong reactions demonstrate the sensitivity consumers have towards corporate actions as 
well as their willingness to behave in a way that reflects their beliefs. A company also has the 
potential to face significant financial losses and irreversible damage to its brand due to political 
conflict. On the other hand, taking a stance on a key issue could create a competitive advantage. 
In either case, marketing professionals cannot afford to ignore the power of politics in relation to 
their customer bases. 
Transformation of the role of political identity in corporate America as explored in terms 
of neuroscience, social identity theory, belief congruence and psychological reactance has the 
potential to alter the industry of marketing as we know it. Politics has officially permeated the 
realm of product mix and financial projection by presenting the potential for a business to 
capture or alienate large segments of its customer base along the lines of consumer partisan 
allegiance. This issue is amplified by the functioning of politics as a reflection of personal 
identity and the resulting severity of individuals’ reactions to the political perspectives that they 
find offensive.  
 
Corporate Social Responsibility 
 The Financial Times offers the following descriptive definition of corporate social 
responsibility (CSR): “Corporate social responsibility is a business approach that contributes to 
sustainable development by delivering economic, social and environmental benefits for all 
stakeholders” (“Corporate Social Responsibility,” 2017). To fully understand this concept, it is 
useful to examine the origins of the term and its evolution over time. In the 1950s, CSR involved 
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corporate participation in philanthropic endeavors for the wellbeing of society (Moura & 
Padgett, 2005). Along with newly focused social efforts, corporate approaches to management 
and stakeholder relationships changed dramatically over the next few decades. Corporations 
were forced to embrace new marketing strategies, which ultimately resulted in CSR becoming 
widespread in the 1990s and expected by the 2000s (Moura & Padgett, 2005). More recently, 
researchers Scherer and Palazzo suggest that due to globalization, businesses have assumed 
“social and political responsibilities that go beyond legal requirements and fill the regulatory 
vacuum in global governance” (2011, pg. 899).  
 Interestingly, new adaptations of the concept of CSR closely align with the emphasis on 
individualism that has risen during the late 20th century. An article in Entrepreneur describes an 
intriguing notion by stating, “[f]or most of Western history, people’s identities depended on 
accidents of birth…[you] didn’t have to assemble an identity for yourself, because so much of it 
was already set in stone the moment you were conceived,” making millennials the “generation 
with the cleanest slate of identity in history” (Redmond, 2017, para. 1). Barna Research Group 
also supports this conclusion by determining that “millennials have a reputation for wanting to be 
individualistic- for wanting to break away from traditional cultural narratives and to resist being 
‘boxed in’ by what they perceive as limiting expectations” (“What Most Influences,” 2015, para. 
20). Today, CSR is a prominent component of many companies’ corporate communications, and 
“most large companies, and even some smaller ones, now feature CSR reports, managers, 
departments, or at least CSR projects, and the subject is increasingly promoted as a core area of 
management, next to marketing, accounting, or finance” (Crane, Matten & Spence, 2013).  
 In addition to considering current scholarly thought on corporate social responsibility in 
preexisting literature, it is useful to consider the thoughts of those who oppose untethered 
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corporate social responsibility advocacy as a distraction from any business’ primary objective: to 
make a profit. In particular, it’s useful to note the thoughts of Milton Friedman and Archie 
Carroll when contemplating the relevance of CSR application as part of a greater corporate 
marketing strategy. Economist Milton Friedman believed that corporate executives who act in a 
socially responsible way while acting in the “capacity of a  businessman” run the risk of 
dedicating corporate funds to social causes that would otherwise be used to increase the 
company’s productivity and ultimately profit (Friedman, 2007). For example, money given away 
to philanthropic or advocacy efforts could be used to perform functions such as raising employee 
wages or increasing shareholder dividends, and the executive is effectively spending money that 
belongs to the company’s stakeholders (Friedman, 2007). This perspective underlines the 
economic realities that impact a business’s ability to contribute to social causes and highlights 
the factors that corporate executives must weigh when developing their marketing strategies. 
 In his “Pyramid of Corporate Social Responsibility” model, scholar Archie B. Carroll 
ranks executive actions by listing economic responsibilities as the highest priority followed by 
legal responsibilities, ethical responsibilities and philanthropic responsibilities (Carroll, 1991). 
He ultimately explains that economic and philanthropic responsibilities are not mutually 
exclusive, partially due to the increasing relevance of stakeholders who may necessitate 
deliberation during the development of corporate strategy that builds on basic stockholder 
obligation; however, his model underlines the inherent tension created by these two types of 
commitments based on their role within corporate cost structure (Carroll, 1991). Friedman and 
Carroll’s arguments are necessary to consider in order to understand that there are legitimate 
fiscal limitations placed on any executive’s ability to engage in CSR commentary, therefore 
demonstrating the difficulty in finding a balance between the two areas of focus. At the same 
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time, due to changes in the CSR space, executives need to understand the changing role that 
corporate social responsibility plays in the minds of consumers and how this warrants attention 
by senior management. 
 
 Evolution and Theories of CSR. Not only has the outward appearance of CSR evolved 
over the years, but so has the type of efforts for which it stands. Along with an increase in 
prevalence, CSR has adapted as a technique from involving altruistic efforts of “giving back” to 
functioning as a mirror that reflects the social climate of the modern world while consequently 
addressing controversial social and economic issues. Voluntary work, management of 
externalities, multiple-stakeholder orientation, social and economic alignment, practices and 
values, and going beyond philanthropy are considered six core characteristics of CSR (Crane, 
Matten, & Spence, 2013). Many corporations view CSR with a positivist perspective that 
involves focusing on causal relationships and correlations with an economic goal in mind 
(Scherer & Palazzo, 2007). However, there are some proponents of corporate responsibility that 
advocate taking a moral stance based on judgments and a core belief system. This approach is 
known as the post-positivist approach and can be described as either monological, meaning 
formulated from the one perspective of a corporation, or discursive (Scherer & Palazzo, 2007). 
The discursive approach assumes that questions of right or wrong are not easily discerned and 
that a communication  process of all parties involved is necessary to determine responsible 
practices (Scherer & Palazzo, 2007). An additional subset of discursivists who embrace the 
Habermasian perspective promotes a strategy of integrating ethics into management decision-
making by focusing on communication that is independent of external conditions (Scherer & 
Palazzo 2007). Conversely, the idea of political CSR that has become prevalent due to the 
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saliency of political issues within the private sector can be defined as “activities where CSR has 
an intended or unintended political impact, or where intended or unintended political impacts on 
CSR exist” (Frynas & Stephens, 2015, para. 1). Due to the existence of multiple CSR definitions, 
scholars and professionals have not identified a predominant theory explaining this concept 
(Frynas & Stephens, 2015).  
 Global corporations have become political actors balancing the need for profitability and 
cutting costs within a complex world with differing cultural, legal and social guidelines (Scherer 
& Palazzo, 2011). Businesses can shift locations based on the most profitable labor pool, the 
fewest legal restrictions and/or the highest tax advantage, and thus in some ways traditional 
political control of corporations has been lost (Scherer & Palazzo, 2011). Instead, corporations 
rely on business networks to help guide governance standards, which are often politicized by 
nature (Scherer & Palazzo, 2011). It is no longer enough for businesses to demonstrate their 
charitable actions through philanthropic work. Instead, businesses are taking stances on social 
and economic issues, some of which may be politically motivated. This shift from engaging in 
unselfish acts of charity to commenting on issues with potential political implications suggests 
the possibility that modern generations are redefining what it means to be socially responsible.  
 
Importance of CSR for Millennials. Along with the rising prominence of the millennial 
market, the need for brands to promote certain aspects of their CSR statements is paramount. 
One article in The Wall Street Journal titled “America’s Retailers Have a New Target Customer: 
The 26-Year-Old Millennial” describes how companies are having to be creative in the ways that 
they appeal to customers in this demographic who may not have the same skills or general 
knowledge as other generations, thus impacting their perception of certain products’ usefulness 
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or accessibility (Byron, 2017). Research shows that millennials express their unique values 
through brand adherence and loyalty (Ferguson, 2012). This may be due to the creation of 
positive feedback loops that present purchases as a means of expressing who the customers want 
to be. A good of example of this concept is represented in the following analogy: “[a] consumer 
buys a Ford Mustang because they believe themselves to be – or want to be – the type of person 
who owns one” (Redmond, 2017, para. 16). 
If millennials make purchasing decisions based on brands that align with their beliefs, 
and political identity functions as a representation of these beliefs, then it makes sense that 
brands should consider the political realm when shaping their marketing strategies to meet the 
expectations of millennials. The increased polarization of consumer political values also impacts 
the rules of social responsibility since the definition of what is responsible likely varies in its 
operational definition across a diverse audience of consumers. It appears that marketers are on 
the cusp of creating a new paradigm for brand management due to the existence of different and 
potentially conflicting ideas about what can be considered socially responsible within different 
groups across society. Just as many polls failed to correctly predict the results of the 2016 
presidential election, it also remains conceivable that brand managers are out of step with the 
deep convictions of many Americans. It is possible that the fear of ostracism stemming from 
heated disagreements related to extreme political polarization may create a scenario in which 
some segments of our society refrain from making their consumer preferences known. As a 
result of this tension and the resulting potential for negative consumer perception and new 
challenges associated with corporate social responsibility, it is crucial that modern companies 
carefully consider the political landscape. 
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Furthermore, an attempt to appeal to customers’ political values in order to make 
marketing more effective comes with the risk of alienating a significant portion of a company’s 
customer base that does not agree with a promoted issue. A study completed by the American 
Association of Advertising Agencies suggests that the potential for disaster derived from a 
mismanaged political stance outweighs the opportunity to attract consumers who may be swayed 
by sympathetic messaging (New 4A’s Survey, 2017). The Association conducted a survey in 
April and May of 2017. According to the survey, “[t]wo-thirds of agency professionals (67%) 
believe that changing American values are causing brands to become more interested in 
corporate responsibility and values-based marketing. Agency respondents saw a distinction in 
brands taking political stances versus social ones: 33% believe brands are more afraid to take a 
political stance than a social one (14%)” (New 4A’s Survey, 2017, para. 2). This risk of 
disenfranchising members of a business’ fringe market is commonly considered a significant 
disadvantage of mixing business and politics; however, 33% does not indicate firm agreement on 
this issue among professionals. Although the exact impact of taking a social or political stance 
within a brand’s identity is unclear, this component certainly has the potential to influence 
consumer purchasing decisions. Regardless, political presence in corporate messaging and brand 
development is a complex issue with several nuances warranting further exploration.  
 
The Role of Technology in Redefining CSR. Technological advancements also represent 
new implications for corporate social responsibility. Social media channels allow brands to 
expand the reach of their CSR statements and raise awareness of these efforts. In the past, 
customers who took offense to a company’s actions could choose to change their individual 
actions and perhaps share their opinions with friends and families, but the overall reach of their 
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disapproval would be limited. Today, thanks to the development of new technology including 
social media platforms, it is easier than ever for protesters and activists to share their thoughts 
and mobilize sympathizers to take action as a collective group. The ability for anyone to 
comment on corporate actions creates the potential for conflict to develop and media attention to 
follow. Additionally, tools such as Facebook events make it possible for large numbers of people 
to congregate around a certain issue and take action on a scale that wouldn’t be possible without 
the use of technology. For example, the platform Action Network was used for the Women’s 
March and the People’s Climate March in the spring of 2017 (Anzilotti, 2017). This platform 
coordinates emails, event planning, petition dissemination and event mapping (Anzilotti, 2017). 
The ease with which consumers can mobilize against a company creates the need for marketers 
to fully realize the potential backlash of their actions from consumers who are not afraid to act 
on their displeasure. 
 
Methods 
  In order to understand the ways in which corporate America is responding to the current 
environment of amplified political polarization, it is useful to closely examine the ways in which 
corporate companies integrate techniques that are developed in response to the country’s political 
environment into their marketing strategies. In order to evaluate the effectiveness of these 
strategies and understand the implications for the consumer realm, it is also necessary to analyze 
the ways in which these carefully designed messages translate in the minds of millennials. As a 
result, a convergent research study utilizing a mixed-methods approach to collect qualitative and 
quantitative findings was conducted to address the following research questions: 
RQ1: Are the social trends of political polarization and rising millennial prominence 
significant from the perspective of corporate companies? 
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RQ2: To what extent do these trends influence companies’ CSR strategies? 
RQ3: How are companies adapting their CSR messages to appeal to the political 
preferences of modern consumers including millennials? 
 
RQ4: How do companies measure and balance the potential risks and rewards of 
leveraging partisan issues through their corporate communications? 
 
Because the goal of this study is to uncover the detailed opinions, motivations and 
experiences of individuals with demonstrated industry experience, personal interviews were 
conducted to investigate RQ1-RQ4. This method was selected for its ability to provide 
qualitative research that delivers greater depth of information, respects the time of the recruited 
experts and leads to meaningful insights with implications for applied learning (Jugenheimer, 
Kelley, Hudson, & Bradley, 2014, p.83). Participants were recruited by phone or email and 
selected based on their status as academic experts or industry professionals. A sample of ten 
interview participants includes five academic experts and five industry professionals with 
experience working in the following positions: 
• Former corporate vice president of marketing for a major media organization 
• Academic expert and former vice president of corporate communications  
for a multinational conglomerate corporation 
• President of a strategic marketing communications agency 
• University professor and founder of a community relations firm 
• Former chief marketing officer for a Fortune 500 company 
• Professor with several years of experience working at a  
successful public relations agency 
• Chief operating officer of a marketing and data analytics firm 
• Vice president of a marketing agency  
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• Public relations professor and author of numerous political analysis pieces 
• Former brand manager for a prominent consumer brand 
In response to a semi-structured format composed of open-ended questions, interviewees 
were asked to elaborate on their own experiences as academic experts and industry professionals 
(Jugenheimer, Kelley, Hudson, & Bradley, 2014). The researcher asked questions using a 
predetermined discussion guide in all interviews, which were audio-recorded and transcribed. 
The interview questionnaire and individual interview transcriptions can be found in Appendices 
A and B of this report. The qualitative results of these interviews were subsequently used to 
discover several main themes with respect to the research questions, and the resulting analysis 
follows a grounded theory approach. This approach can be used to formulate a theory about how 
corporate companies strategically react to a modern environment of political polarization through 
CSR efforts and to create a framework for the ways that this occurs (Creswell, 2013, p.123). The 
thematic categories developed from these interviews are summarized in the results section of this 
thesis. 
To complement the findings from the interviews and uncover the implications of 
carefully selected CSR strategies with political components from the perspective of millennials, 
a quantitative, cross-sectional survey was used to examine millennial perceptions of politically 
motivated CSR efforts. This research method adds value to the study by addressing the following 
additional research questions:  
RQ5: Are millennials aware of the political motivations behind corporate social 
responsibility efforts? 
 
RQ6: In what ways does corporate commentary on political issues influence millennial 
brand perception? 
 
RQ7: Do political CSR statements influence millennial purchasing behavior? 
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 The questions presented in the survey were designed to provide insight into the attitudes, 
opinions and behaviors of participants as well as to test potential CSR strategies (Jugenheimer, 
Kelley, Hudson, & Bradley, 2014, p.111). The survey was conducted entirely online using 
Qualtrics Survey Software, and participants were recruited through the UNC School of Media 
and Journalism research pool as well as through the researcher’s professional network. All 
survey participants are members of the millennial population, and responses are both voluntary 
and anonymous. The quantitative results of the survey are also analyzed in the discussion section 
of this thesis. 
 Participants in both the interviews and survey were not offered any incentives to 
participate in the research study; although, students who were recruited through the UNC School 
of Media and Journalism research participant pool may have been eligible to receive class credit 
in some cases. Additionally, the identities of all interview respondents are confidential, and 
identifying information associated with the participants and their organizations has been 
removed from this research report as well as the final transcripts. Each interview participant 
signed a research consent form, indicating his or her voluntary compliance with study 
procedures. Survey results are also anonymous with no identifying information, including IP 
addresses, collected in connection to responses received. Respondents to the survey also 
indicated their voluntary consent to participate via an in-survey statement of consent. All 
electronic data was kept on the primary researcher’s personal computer, which is password 
protected, and confidentiality efforts comply with the requirements of level two IRB data 
protection. 
The term “corporate social responsibility statement” has numerous definitions and is a 
concept that has changed significantly in recent years. A combination of the evolving definition 
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of what it means for companies to be socially responsible and major transitions in the types of 
corporate communications consumers are demanding is expanding the boundaries of the 
traditional CSR statement beyond a single sentence. While in the past companies may have 
relied on a limited, direct description of their CSR efforts to meet customer expectations, this 
report refers to the term “corporate social responsibility statement” as any type of messaging, 
rhetoric or communication regarding CSR efforts.  Due to shifting industry standards and a 
rapidly advancing communications landscape, it is no longer reflective of current marketing 
practices to limit one’s perception of the modern CSR statement to the confines of more 
traditional definitions. Additionally, it’s important to note that many corporate companies engage 
in lobbying efforts in an attempt to implicitly influence regulatory legislation and industry 
standards, but this report focuses on those external-facing communications that are intended to 
reach an audience of modern consumers through readily accessible and highly promoted means.  
Similarly, Merriam-Webster defines the term “politics” as “the art or science concerned 
with guiding or influencing governmental policy,” but it’s important to consider that this is not 
the only definition (2018). Upon hearing the word “politics,” this traditional definition is often 
the first to come to mind; however, politics is a relatively broad term, meaning that not every use 
of the word pertains to issues of governmental contention. In fact, it could be argued that any 
situation in which one party takes a position motivated by a desire to influence best practices or 
to gain power to any degree might be deemed “political” in nature. For the purposes of this 
report, it is necessary to consider the use of the term “politics” as defined by the traditional 
explanation and to note that references to politically motivated actions do not necessarily 
consider less publicly controversial applications of the word. 
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Results 
  In this study, ten personal interviews were conducted with academic experts and industry 
professionals in order to collect qualitative data about a number of issues related to the impact of 
political corporate social responsibility on corporate marketing strategy from a management 
perspective. Meanwhile, a survey resulted in the collection of responses to a variety of questions 
designed to obtain information about the effect of political corporate social responsibility on the 
opinions, preferences and behaviors of millennial consumers. The interview discussion guide, 
interview transcriptions, survey questionnaire and comprehensive survey results can be found in 
the appendices of this report. The results from the interviews and survey are presented in the 
following paragraphs and are separated into interview results and survey results due to the 
different participant perspectives each method is designed to capture. Following the presentation 
of the results of each method, an analysis of the data is included in the discussion section of this 
report. 
 
Interview Results 
A total of ten interviews were conducted to collect data to explore the answers to research 
questions one, two, three and four. Participants were selected based on their status as academic 
experts or industry professionals, and the comments from this audience can be used to gain 
insight into the use of political corporate social responsibility statements as part of corporate 
marketing strategy. The first research question asks whether the social trends of political 
polarization and rising millennial prominence are significant from the perspective of corporate 
companies. At the beginning of each interview, respondents described the ways in which they get 
their news and how often they keep up with current events. All ten individuals emphasized the 
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importance of constantly remaining up-to-date on the latest happenings and obtaining 
information from a variety of sources. Respondents then contemplated the question “How would 
you describe the current political environment in our country?” Participants proceeded to offer a 
variety of descriptive words such as “toxic,” “polarized,” “chaotic” and “fragmented.” Similar 
negative sentiments were echoed by each of the ten respondents, and one individual noted that 
“it’s probably more polarized than I have ever seen it.” Another participant said: “If I operated 
my business like the government operates and [like the way] people treat each other, we 
wouldn’t be in business. There’s no empathy for either side. There’s not a willingness to listen 
and understand, and I think without that, you’re not going to get any progress.” Meanwhile, 
another individual elaborated: “I think conversations [have] become so politicized now that 
people don’t have an opportunity to actually share their valid, reasonable opinions because they 
immediately are forced to take a side and [are] backed into a corner to defend whatever that side 
might be.” Conversely, a different respondent proposed, “Because people are constantly thinking 
about [the political environment], they’re probably engaged in more conversations about it now 
than they ever have before just because it’s been so divisive, and there’s so many opinions out 
there that they want to share.” Overall, the interviewees agreed that America is politically 
polarized. 
 Participants also shared their thoughts on whether the country’s political environment is 
something that’s important for corporate companies to monitor. Each of the ten individuals 
responded to this question with some variation of the answer yes. A practical reason for this 
perspective was brought up by an individual who noted that “regulations impact the welfare of 
firms in any number of ways in terms of their recruiting strategies, in terms of the resources that 
they’re able to garner; natural, human or otherwise capital costs; and [the] ability to raise funds. 
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All of those things are driven by the political environment.” Another person cited the public 
relations benefits of acquiring knowledge of the political environment, saying “I think it’s 
absolutely critical that [companies] have some sort of plan nowadays and that [they’re] proactive 
instead of being reactive so that when things come to [them], [they] have something established.” 
A third respondent noted that “[t]here’s two or three different ways that it’s important to monitor. 
One is obviously [that] government policy impacts all corporations either through regulations or 
through the economy, or through violations or international relations. But it’s really important [to 
note that] it can be impactful to brand.” Interestingly, a fourth participant indicated that while she 
agrees that companies need to monitor the political environment, there is a difference between 
monitoring and messaging based on what is learned. This opinion was reiterated in another 
individual’s response when this person explained: “Yes, it is important for it to be monitored. 
However, I also think it’s important for companies to kind of take their own road and not be 
overly influenced by the political climate that might change their direction…if they are, then 
they actually become part of that political machine versus really looking at who they’re serving 
and what the community needs.”  
A final inquiry pertaining to the first research question was “How important are 
millennial customers to corporate companies?” One person responded that “There is no doubt 
that the numbers are somewhere in there. So of course business-to-consumer marketing is going 
to be focused on these individuals who are starting into their acquisition phase for purchasing 
capital goods as well as the fact that they seem to have disposable income now.” Another 
participant suggested that the level of significance represented by the millennial generation 
depends on the product or service and its target audience: “millennials are very important 
[because] they’ll get older and have more disposable income…You know attracting customers at 
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an early age is very important.” A third individual mentioned that the importance of millennial 
customers may be lower for “business-to-business” companies or groups targeting specific 
demographics such as senior citizens; however, he noted that “millennials are in the process of 
making what might turn out to be lifelong brand loyalty decisions [and] becoming a larger and 
larger part of the workforce.” Another respondent cautioned: “I think people generalize 
millennials way too often, the same way they generalize baby boomers and assume that a group 
has a similar political band or similar purchasing pattern…especially in today’s environment 
where we have more data and stronger abilities to segment.” Meanwhile, two other participants 
emphasized the significance that the millennial generation holds in terms of brand influence in 
addition to purchasing power. One of these individuals explained how he thinks that “this 
population will become increasingly important because they are greater in number and they’re 
also more vocal and more social media savvy, which allows them to mobilize and galvanize in 
action a lot faster than maybe some previous generations have.” An additional respondent 
highlighted the impact that millennials are having on a changing consumer landscape by 
summarizing: “They’re really significant, and I think most companies are trying to figure out the 
best way to market to them and engage them at this point.” Marketing experts agree that the 
millennial population is an important group to understand and target depending on the products 
or services involved. 
The second research question presented in this study builds on the first, asking “To what 
extent do these trends influence companies’ CSR strategies?” To help answer this question, 
participants described their awareness of recent trends in the use of corporate social 
responsibility statements. One participant said that “corporate social responsibility has been 
important for a long period of time, although historically there was some debate even whether 
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companies should invest in [CSR efforts]…but what has clearly emerged in the last couple of 
years coinciding with this more outspoken, strident partisanship…is an element of corporate 
social responsibility being projected toward political concerns and/or social injustice concerns.” 
A second respondent echoed that “[Companies] may have come up with a company mission and 
vision, but they didn’t consider social responsibility as a mandatory component when they were 
setting up a business. Now I see more companies embracing that as a baseline, saying you have 
to have it in order to operate the same way you would need a mission or a vision statement.” One 
interviewee with experience working as a brand manager for a prominent consumer brand 
recounted one of his own experiences, saying: “My last two years at [the company] were 2008 
and 2009. At that point, we had hired our first corporate social responsibility leader, and really 
that was the first time that a statement was issued. At that point, there was an acknowledgment 
that it is going to become increasingly important, and it was time for organizations to focus their 
resources around…using that statement to help guide how [they] behave in the marketplace.”  
In addition to commenting on shifts in the ways in which these individuals observed CSR 
statements, several respondents emphasized their opinions regarding the content of CSR 
messaging. One respondent described the strategic relationship that exists between a particular 
company and its CSR messaging: “My role was [working] as the lead marketing officer at [a 
Fortune 500 company], and we have a very strong sustainability platform…There’s very good 
reason for that because our products…were designed to be energy efficient, so therefore it was 
an important part of our market strategy and our communication strategy because [of] what we 
did.” Another individual explained: “I see a trend of corporations trying to be more relevant and 
talking to millennials, and it not being effective because I don’t necessarily think corporations 
have an appreciation of how millennials consume information [or] make decisions.” A third 
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person expressed her surprise about recent CSR communications saying: “Before a corporate 
communications professional advocates any kind of a political statement corporately, one should 
have the frequency, monetary value and political preferences of its consumer first... I just 
question whether that’s occurring. Starbucks for example…As you look at the demographics and 
voting history and cross-polls, and you look at where their product’s selling and where it isn’t, I 
don’t see that distinction where you could say 64% of our customers vote this way.” Meanwhile, 
another interviewee noted that a recent trend he noticed is that companies “are asking their 
audiences and their customer base to partner with them. They’re not just saying this is how we 
feel as a company, this is how we’re going to react or how we’re going to support it. What 
they’re saying is we feel strongly about this, and we would like you to help us do something 
about it.” This individual proceeded to describe how businesses are offering customers the 
opportunity to actively participate in supporting corporate causes by attempting to proactively 
create an opportunity to distribute the blame if anything were to go wrong: “It’s a shame you 
have to look at it more from a safety net [perspective] as opposed to an admirable [reason why] 
they’re doing this.” Another participant familiar with public relations principles commented: “I 
think most companies [are] actually farther behind than we still portray… think most companies, 
whether it is CSR, whether it is customer relations, whether it’s just branding overall… I think 
most companies have adapted to the reality that the reality out there is always changing.” 
Two of the participants mentioned additional applications of CSR that they observed that 
differed from more traditional uses and highlighted the comprehensive impact this type of 
messaging can have on a company. The vice president of a successful marketing agency focused 
on the implications for internal company culture, describing how “one piece of marketing that is 
not always thought of that I think is significant, especially talking about the millennial group, is 
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the fact that any of those corporate statements can also be used for recruitment. So [if] you’re 
trying to build a powerhouse company that has the best possible talent, having those social 
statements that reflect investment and commitment to the community and environment, etc. does 
go a long way in marketing you as a workplace.” Another interviewee noted the necessity of 
recognizing that even within the political spectrum there is a great range of issues that may 
influence audience perception in different ways depending on the prominence of the issue. He 
also conveyed the point that it’s also necessary to consider what constitutes a “political” issue 
due to the reality that “there [might be] something that’s not really [a] political issue, but of 
course [is] a societal issue…in some ways everything is political, but in other ways I think it kind 
of pigeonholes a certain kind of CSR when the broader reality is unfortunately much more 
complicated.” CSR is becoming very important for companies and represents a significant aspect 
of corporate marketing strategy. With increasing frequency, companies are partnering with 
consumers and striving to meet changing customer expectations. While the line between 
statements that are political and those that are social is blurry, it’s evident that the definition of 
tradition corporate social responsibility is expanding. 
Participants were then asked whether they think that factors such as the country’s 
political environment and the consumer power of the millennial generation influence the 
corporate social responsibility strategy of corporate companies. Some individuals fervently 
believe that there is a strong connection between these variables while others insisted that it 
depends on the company. In the words of one public relations expert: “CSR as a big concept is 
[that] you have to be socially responsible to your public, and as publics adapt and change and 
grow, [all of which] millennials do…then that should inherently shape what our CSR means and 
what are good CSR policies.” A second individual added: “Absolutely. It would have to play a 
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factor. You can’t be in business and ignore that biggest demographic that would make up a 
customer base.” An industry expert also explained that “brands exist because of consumers, and 
if there’s not a demand for those brands then they’re not going to exist…we see a lot of the 
larger brands, the ones that I was leading and associated with throughout my career, losing to a 
lot of those [smaller] brands because they’re more genuine and…seem to be more genuine with 
regard to the environment and corporate responsibility.” Another person described how for 
example he has noticed that the topic of gender equality has become prominently promoted by 
different companies recently. He proceeded to describe how “that scene is cool, because I think 
in this day and age tolerance is cool. And I think…that the more tolerant a brand can be of 
peoples’ preferences, diversity, whatever, diversity of beliefs… that they see that as a positive 
thing for their brand.” Meanwhile, one participant noted that “Just the fact that they’re even 
using these social responsibility statements is, in very many ways, reflecting the fact that the 
millennial population is very interested in how we’re impacting our communities and our 
environments.” Another interviewee who specializes in community relations also described: 
“[I]t’s [evident in] the hashtivism where people are using hashtags to promote activism. The bad 
side is that a lot of people who are dependent on social media are looking at ways to support 
causes without actively supporting causes. They feel like if [they] support the hashtag for 
something that [they] just contributed…instead of actually doing something tangible.” He also 
added that companies’ participation in social media dialogue in this way demonstrates that they 
are definitely taking millennial expectations into consideration. 
Some of the participants noted that while a connection between politics, millennials and 
CSR strategy seems to exist, this concept may be more relevant for some companies than for 
others. For example, one individual noted that there are other factors that may also influence 
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CSR strategy: “Let’s take Starbucks. Starbucks obviously markets its products to a diverse range 
of consumers including millennials, and I think millennials in general are considered a very 
important audience…Starbucks’ management and employee base [have] historically been 
concerned about various social issues, not just the issue of the day. They have a history of being 
involved in their community [and] trying to support people and organizations that are less 
fortunate for one reason or another. Their CEO has historically been more outspoken, at least 
individually, on different political issues and relative to different political leaders [so] Starbucks 
has made a decision to be outspoken on social justice and political issues [as] an extension of 
their corporate social responsibility.” In other words, Starbucks can speak out because it aligns 
with the company’s brand identity. Another respondent stated that “it depends on if you’re trying 
to sell your product to everybody. I mean there are some products like detergent…everybody 
needs detergent whether you’re 25 or 85…if you have a hip, young product [where] millennials 
clearly are going to drive market share, you’re really going to pay attention to that 
demographic.” Echoing this notion, another person pointed out that “Even if they can’t vote 
today, they could possibly vote within six months, within a year or whatever it may be…even if 
they aren’t a relevant audience now, they probably will be very soon, so I think corporations 
have to take that into consideration as well.” 
To attempt to determine the extent to which social trends of political polarization and 
rising millennial prominence influence companies’ CSR strategies, each interview included a 
request for participants to comment on whether they believe political corporate social 
responsibility statements have the potential to influence consumer purchasing behavior. Some 
participants described a definite relationship while others were more skeptical of the connection 
between CSR messaging and purchasing practices. One individual said: “They may reinforce 
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existing opinions, yes. But I haven’t seen any data that would…convince me that the consumer 
respects company X so much that when company X advocates a political position, [a] consumer 
will change his or her position.” Another interviewee said: “I don’t know if the tool itself does 
because [CSR statements] can be rather blunt…the CSR statement is often, I would argue, pretty 
[much a] boilerplate. I think you can take any CSR statement from Exxon all the way down to 
Patagonia and they would actually sound pretty similar… I think [what’s reflected in the] 
company culture or [the] company more broadly beyond the statement can certainly have an 
impact.” A third participant said that the relationship between these factors is “minimal,” 
because a company isn’t only marketing to millennials, and some people are more likely to 
respond to corporate communications than others: “I would say if you compare boomers to 
millennials, you’d see a great disparity between how those groups respond to what corporate 
messages are [saying].” 
On the other hand, several respondents explained how the connection between CSR 
messaging and purchasing behavior cannot be ignored. One professional asserted: “I think 
people are more likely to consider [the CSR] element of a company, and some companies even 
put their social responsibility up front on their home page because it’s that important. I think 
people are more likely, especially millennials, to make decisions based on a company’s values 
and what they’re doing for the community.” Another expert reiterated: “I think that’s clearly 
evidenced through, let’s say, cause-related marketing. [For example] Toms Shoes [has] for a 
long time said that if you buy a pair of sneakers from us, we’re going to give a pair of sneakers to 
an organization that provides them to people who can’t afford to buy shoes. To some extent, I 
think especially among millennials but others too, [this] leads them to choose to buy shoes from 
Toms versus buying from somebody else.” He continued to explain that while this may not be 
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true for every consumer, a company’s CSR statement that corresponds with a consumer’s values 
may make that person more likely to support that company. Another interviewee explained that 
CSR does have the ability to affect purchasing behavior; however, the impact can be positive or 
negative, and good market research represents the key to successfully navigating these decisions: 
“The message I’m always trying to [say] is that you really have to understand [that] if you [use] a 
type of social responsibility statement as one of your reasons to believe [in] your product or your 
business or your brand, you have to make sure it’s relevant to your consumer and [that] it’s 
credible.” 
A few participants refrained from providing a definitive yes or no response yet elaborated 
on some interesting additional insights related to the topic. One person said: “I don’t know. I 
think that corporate social responsibility statements have to influence how the company behaves, 
which ultimately impacts the products that the company launches and the way they market those 
products. So indirectly I think it does [but not] directly.” A second individual expanded upon this 
response by saying that “[CSR statements] have to be a part of the brand message for sure. And 
if the brand message is appealing, then yes. But I think it has to be actually woven into the brand 
messaging as opposed to just a responsibility statement that’s on the website.” Additionally, a 
public relations professor addressed the uncertainty associated with the strategy by saying that “I 
think it’s something that a lot of companies are trying to determine right now.” He described 
how in his class he observed cases in which students would say that they would be less likely to 
make a purchase from lululemon in the wake of a rude comment by the company’s CEO; 
however, he noticed that criticism of other companies such as Starbucks seemed to have less of 
an impact on students’ willingness to buy coffee from their stores. He summarized: “I think it 
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depends on the degree of what the campaign for each one is focused on, what the issues are and 
what the product is.” 
The third research question asks “How are companies adapting their CSR messages to 
appeal to the political preferences of modern consumers including millennials?” To address this 
question, interviewees elaborated on the ways in which factors such as the country’s political 
environment and the consumer power of the millennial generation influence the corporate social 
responsibility strategy of corporate companies. One person noted that “they’re going to be 
influenced by several factors [such as if] their senior management, their CEO, or their board has 
certain values. They can be personal values [or] they can be corporate values, and they will help 
influence and determine corporate statements.” This individual added that it’s important to also 
remember that “you can’t just put millennials all in one bucket and say they’re all [the 
same]…There are certain characteristics of millennials, but don’t assume that they’re all liberal 
or all white or all educated.” A second interviewee focused on the idea that these overarching 
social trends of heightened political polarization and millennial consumer power are putting 
companies into a unique and unprecedented position: “They’re kind of forcing their hand[s]. 
They’re making [companies] adapt to [a] new environment…where everybody has a camera 
[and] everybody has a smartphone, and… millennials more than anybody are really using them 
[to] find their voice.” He also explained how changing technology has placed a spotlight on 
companies that are finding themselves forced to constantly maintain multiple social media 
accounts that place them in the public eye on a daily basis. This sentiment was echoed by another 
respondent who described how the need to embrace the technology that millennials are using is 
also influencing the ways that companies communicate: “Companies are utilizing technology in 
their messaging [and] in their communications strategies much more effectively now, because 
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that’s a reflection of how millennials consume information. It was interesting when Facebook 
was really just sort of peaking that suddenly every corporation started advertising their Facebook 
page instead of their website.” This person also mentioned that there has also been a shift toward 
companies participating in user-generated conversations about products and services in a two-
way dialogue facilitated by social media platforms.  
Another participant described how recent debates about gun control have directly 
impacted the business approaches of two companies, Dick’s Sporting Goods and Walmart, which 
recently announced decisions to limit gun sales. He explained that this is particularly interesting 
because Walmart has “a great diversity of products that they sell, so they’re not so dependent on 
the gun category for their overall revenue stream. Even with Dick’s, a sporting good 
provider…they have a core of hunting and shooting enthusiasts, but they too have a diverse line 
of products that they sell.” This idea of companies acting on research-based insights was echoed 
by a data analytics expert who stated that “[companies] are definitely looking at some basic 
census data and how [different demographics represent] their customer base…If you’re 
developing messaging like this [you would need to] do a study where you understood the 
messages that resonate with certain groups…at the same time you’re collecting their affinity for 
certain political positions, you would also be understanding their demographic information, their 
age, their gender, their geography, where they’re located and potentially their media habits…all 
of these things probably tie into the [selection] of a particular position.” Part of understanding the 
demographic information supporting corporate stances on various issues also involves being 
cognizant of both the size and reach of the company, according to another expert. This person 
said: “I think the notion of who your own consumers are is maybe only half to three quarters of 
the equation because you have to consider, even if say millennials aren’t your target 
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demographic, if they’re close enough where a bad corporate policy could cause you major 
national attention [or] major social media blowback. If you fear that that kind of press or that 
kind of response could ultimately harm your reputation, I think there’s the argument that it 
bleeds into your customer base, even if your customer base wasn’t the one that was originally 
concerned with that policy.” 
Interview participants also responded to the question of how they think companies are 
adapting their corporate social responsibility messages to appeal to the political preferences of 
modern consumers including millennials. A marketing professional commented that she has seen 
data suggesting that a certain percent of millennials are willing to pay more to support brands 
that support causes about which they’re passionate; however, this data concerns her because in 
reality, a much lower percent of the millennial demographic seems to be acting in accordance 
with this notion. As a result, communications professionals need to be weary of acting on data 
that may or may not have been proven over time. Another respondent brought up the concept of 
corporate social media usage as evidence that companies are adapting to meet the 
communications needs of millennials. This person said: “For almost every company it’s standard 
for them to have Instagram, Snapchat and Twitter accounts because they know that those are 
ways that, not just millennials, but a majority of people are now getting their news…everything 
has to be interactive. That’s one thing that you can say that the millennial generation has 
established and should own. The fact that [they] deserve to have a voice and are forcing that 
issue because [companies] have to communicate and do it in a way that [millennials] can 
respond.” A third interviewee commented that “[while] every brand has a different 
target…[millennials are] acquiring more discretionary income as time goes on, and they can vote 
with their wallets…ultimately they’re going to change the way companies are going to have to 
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market… I think it’s a lot more focused on what the company stands for and what the purpose is 
[than] just what the functional benefits of a brand [are].” While multiple respondents expressed 
examples of the ways in which companies may be adapting their CSR messages to appeal to 
millennials, one individual countered that this may not always be the case, saying: “I don’t know 
if anyone’s willing to go too far down the line of aligning their social responsibility statement 
with a political angle, meaning that they’re going to choose one side over another… I think more 
than anything it’s not the political, but the social and environmental impact they’re playing up 
because they know that millennials in particular care about what happens to their environment, 
what happens to their community, and they care about reinvestment.” 
This study’s fourth research question is “How do companies measure and balance the 
potential risks and rewards of leveraging partisan issues through their corporate 
communications?” One participant said, “A lot of [companies] say [they’ll] risk short term tough 
decisions for long term gain. [A] long-term gain might be respect from their customers. It might 
be supporting and reinforcing their brand.” Another interviewee replied: “You have to be careful, 
especially given how divisive the political environment is, because you’re essentially going to 
alienate 50% of your consumer base by aligning yourself with the political process…in my 
opinion it’s better to be unbiased and apolitical than [to] really be aligned with any political 
process.” This opinion was also held by an expert who said, “from my personal standpoint [and] 
how I operate my company, I still say it’s better to not make a statement unless it directly relates 
to [your brand].” Another person suggested that social media is a major tool used by companies 
to monitor product feedback, but this method may simultaneously contribute to a lack of 
corporate authenticity that millennials are hesitant to accept. She warned that just because social 
media makes it easier to promote a statement, companies shouldn’t try to convince millennials 
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that they care about an issue if it’s not believable. This notion is illustrated in the comment of 
another individual who said that “it’s better if a company has some kind of history of 
[commenting on an issue] as opposed to just suddenly coming out [and] reacting, taking a 
stand…but not continuing to do that [over time]... Because at the end of the day, one of the key 
elements of corporate social responsibility is continued commitment to [an issue].”  
Another participant reiterated the importance of developing messaging based on thorough 
market research that can provide insight into how a message will be received by a particular 
audience. A public relations expert agreed that “there are dozens of dozens of metrics that we 
could break down on a micro level, but I think they come down to two big buckets: branding and 
reputation…branding is more of [the] traditional marketing [and] advertising side of the house 
[while] reputation is a little more on the PR side of the house.” The process of choosing which 
issue to comment on was illustrated by another individual who described one of his own 
experiences from his time working in the industry: “With [my company] sustainability was a 
natural fit because it was pointing to something that was good for all of our stakeholders…it was 
positive for our investors because our business grew larger through sales and profits, and by the 
way, through our sustainability issues we lowered costs. And for our brand it reinforced to 
consumers and to contractors that they should [use more of our products]…so it worked out 
really, really well in a logistical way. If we had done it differently and we had said something 
about gun control, for example, there’s no real role that [has for] our brand or [value] 
proposition.” Interestingly, this perspective was countered by another person who criticized the 
profit-driven nature of the decision for a company to comment on political issues: “People can 
complain and whine and protest and what have you, but as long as money’s still being made, it’s 
not really much of an issue. That’s very evident when you really look at how corporations are 
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responding and how slowly corporations have responded to protest and activism against the 
National Rifle Association…The reason there’s a shift now is because suddenly gun sales are 
down, the protests are more active, and now corporations are responding to the fact that people 
might start boycotting their companies…because of their particular stance on an issue. It’s really 
about the money.” While the risks of taking a stance on a political issue are clear, one participant 
described the reason why companies are still willing to do so: “I would say [there’s] a small 
percentage of people who are willing to [comment on a political issue], but let’s say only 15% of 
companies are willing to take that approach. The ones that do so and reflect the values of an 
audience that they know very well will cause that audience to become fiercely loyal because they 
feel like those values are represented in the company. So if a company can make that stance and 
it does that confidently because it understands its target audience well enough, then the benefits 
are huge.” 
To gain additional understanding of the ways in which corporate companies strategically 
develop their CSR statements, participants also described their thoughts regarding the following 
prompt: “Some would say that businesses should avoid commenting on politics because it’s not 
their place to influence customers’ political beliefs. Others would argue that businesses have a 
social obligation to comment on politics as a form of ‘doing good’ for the community. What is 
your opinion and why?” One person replied: “I would [say] the former more often than not. I 
think it depends on what your core competency is…so if you were a multinational corporation, 
one of the reasons that you might advocate for more socialism would be if you could [work 
toward] a uniform set of rules across the world- imagine what that would do for your cost 
structure.” This person also described how CEOs have a responsibility to maximize value for 
their company’s shareholders and consumers, so it would be “arrogant” for a company to assume 
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it can accurately evaluate the political views of these entities. Additionally, this person suggested 
that there might be negative long-term effects when companies take strong political stances 
because it can make consumers uncomfortable voicing their opinions if they differ from those of 
the company. This is problematic because people may be less willing to provide honest feedback 
about a company if they feel like they are being judged. This person speculated: “And so 
imagine the damage that’s going to do to all of us in communications. Because we’re being told 
what [consumers] think we want to be told. It scares me because my job is to give honest 
feedback back to my clients, and I’m not sure I’m getting honest input.”  
A second respondent who also agreed with the first supposition noted: “a business is not 
monolithic, [and while] the CEO may have a point of view… it’s not necessarily universal. For a 
company to put a position out there starts to imply that everybody in the company supports that 
position, and I think that it’s a problem that’s gone underreported and underappreciated, frankly 
speaking.” This individual also referenced his experience working at a large global company 
with locations all over the world. He noted that the company didn’t make many political 
statements because “being a global company, you have to think about global politics.” He added 
that companies that conduct business outside of the United States must consider the implications 
of their actions on a global scale and in numerous foreign countries. The notion that a company’s 
primary obligation is “to enrich our stockholders” was repeated by another respondent as well. 
This person posited that this obligation implies that there is not a responsibility for a company to 
comment on political issues since “politics and social commentary can be so much more 
polarizing that any other communication that you have...[and] besides illegal activity [it’s] 
probably the most dangerous thing that could negatively impact your brand.” 
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Some participants thought that it was impossible to apply a consistent rule to situations 
where a company might need to decide whether it should embrace a political perspective or not 
because of the ways in which companies can vary in different aspects. One person said: “It 
depends on the company. It depends on the culture. It depends on the product. The man who runs 
Starbucks [has] a young audience [and] is very liberal. He stands up for what he believes in... 
[and] I love it any time a company stands up for something that they believe is important because 
they believe it is socially responsible…They take a risk that I’ve got to admire. I may not agree 
with them, but I admire them for standing up for themselves.” Another reason why the type of 
company may dictate the best approach to commenting on politics was highlighted by another 
respondent who said that “if [an issue] relates to my clients [and] is something that personally 
relates to them or their family or their brand or their industry…I can better understand them 
feeling the need to say something and voice their opinions.” A third individual added: “There’s a 
big shade of gray, and that’s the answer because I do think it fundamentally varies depending on 
the company… If your company has a certain kind of culture and that culture is tied to politics a 
little bit more explicitly, then that’s probably who you are.” He continued to explain that often 
companies will claim that they don’t need to worry about politics because they don’t consider 
themselves to be inherently political; however, this person noted that companies need to 
understand that “it’s important to differentiate in the CSR space what politics is. It’s almost 
semantics in some ways. There are clearly issues that are more politically related to whatever it 
is that [represents] the politics of the day…but CSR is, of course, way more than that.” Using the 
example of considering whether recyclable napkins are political, this person pointed out that 
while it may be less political than many issues, it is still in the realm of CSR. As a result, 
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corporate social responsibility is something that every company needs to consider because every 
company will encounter some form of the concept.  
Another individual said: “My opinion is that a company should be authentic to the 
leadership that runs it…[the company] is probably successful because of those beliefs, so they 
should be true to those beliefs. For other companies that sort of were just manufactured and that 
were just putting out a product, it would make [sense] for them to take a stand…I don’t think 
there’s one right answer, I just think authenticity is really what drives the day.” A second person 
emphasized the importance of authenticity by describing how companies that choose to comment 
on politics can do so with good intentions or with bad ones. He cited recent announcements from 
Dick’s Sporting Goods introducing limits on gun sales as an attempt to acknowledge the 
company’s role in the gun control debate and respond accordingly. He also described an 
experience he had working at a company that actively instructed employees to vote for a 
candidate who would vote against a piece of regulatory legislation that would negatively impact 
the business, saying, “I don’t know that that’s a position that is necessarily motivated by 
altruism.” The potential for political communications to be good or bad was echoed by another 
professional who commented: “I’m not a huge proponent of companies making political 
comments for their own personal gain and/or using information and persuasion that [have] 
political tie[s] for the growth of their own business. I don’t agree with companies taking facts 
and twisting them and trying to persuade or kind of enrage a base that they know is kind of 
sensitive or tender about an issue. So I think there’s certainly a line that you can cross.” She 
added that at the same time, consumers have the ability to decide whether they believe what a 
company says; however, she worries that if a company is too aggressive, then it starts to 
resemble lobbyist efforts, which is something she does not agree with as a practice. 
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The information collected as part of these interviews can be used to consider research 
questions one, two, three and four. Data pertaining to the remaining research questions is 
summarized in the next section of this report, and a comprehensive analysis of all results can be 
found in the discussion section. 
 
Survey Results 
The results of the survey are based on the responses of 183 respondents who accessed the 
survey; however, not every respondent answered every question, and the sample size of each 
question is included with each data set. All respondents are members of the millennial generation 
(ages 18-34), and the average age of participants is 20 years old (M=20.03, SD=1.26). 
Additionally, 83.95% identify as female while 15.43% identify as male. Table 1 shows the self-
categorization of respondents’ race, level of completed education, employment status and 
political party affiliation. 
Table 1 
Survey Respondent Demographic Profile 
 
                     n               % 
 
Race     Caucasian    140                 81.40     
(N=172)    African-American   7            4.07 
     American Indian or Alaskan Native 2            1.16 
     Asian     16            9.30 
     Native Hawaiian or Pacific Islander 1            0.58 
     Hispanic    1            0.58 
     Other     5            2.91 
 
Education    Less than a high school degree          0                    0.00 
(N=163)    High school degree or equivalent      4            2.45 
     Some college but no degree               141            86.50 
     Associate’s degree             10            6.14 
     Bachelor’s degree             8            4.91 
     Graduate degree             0            0.00 
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Employment status   Student              160                  98.16 
(N=163)    Employed part-time             0            0.00 
     Employed full-time                            2            1.23 
     Unemployed              0            0.00 
     Other               1            0.61 
Political party affiliation  Republican             34                     20.99 
(N=162)    Democrat             75            46.30 
     Independent                                   48            29.63 
     Other              5            3.08 
 
 
Additionally, the survey asked participants to evaluate their political ideology based on 
their views on economic policy and social policy. Respondents were asked to evaluate their 
views on each type of policy on a five-point Likert scale with response options including very 
conservative, conservative, neutral, moderately liberal and very liberal. Table 2 shows the results 
of questions designed to measure the ideological values of participants. 
 
Table 2 
Ideological Values 
 
                    n               % 
 
Which of the following best  Very Conservative   7                     4.32 
describes your views on  Conservative    50            30.87 
economic policy?   Neutral    36            22.22 
(N=162)    Moderately Liberal      54            33.33 
     Very Liberal    15            9.26 
Which of the following best  Very Conservative   5                     3.09 
describes your views on  Conservative    17            10.49 
social policy?    Neutral    21            12.96 
(N=162)    Moderately Liberal      62            38.27 
     Very Liberal    57            35.19 
 
In addition to measuring political party affiliation and ideology, the survey also tested 
participants’ political engagement by asking them a number of questions relating to political 
involvement. These questions asked respondents to evaluate a number of statements pertaining to 
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this area including whether they consider politics to be important and whether they regularly 
follow politics in the news. Response options were presented on a five-point Likert scale and 
asked participants to indicate whether they strongly agree, agree, neither agree nor disagree, 
disagree or strongly disagree with each statement. Furthermore, participants were also asked to 
report whether they voted in the presidential election of 2016, whether they are registered to 
vote, whether they have ever attended a political rally, and whether they have volunteered or 
contributed to a political campaign in the past five years. They also indicated how often they 
vote in political elections by selecting from response options of always, often, sometimes, rarely 
and never. The results of these questions are included in Table 3. 
Table 3 
Political Engagement 
 
                    n               % 
 
Politics are important to me  Strongly Agree   43                   25.75 
(N=167)    Agree     78            46.71 
   Neither agree nor disagree  27            16.17 
    Disagree       16            9.58 
     Strongly disagree   3             1.79 
 
I regularly follow politics  Strongly agree    29                   17.26 
in the news    Agree     76            45.24 
(N=168)    Neither agree nor disagree  27             16.07             
   Disagree       31            18.45 
     Strongly disagree   5            2.98 
Did you vote in the presidential Yes     122                 73.49 
election of 2016? (N=166)  No     44            26.51 
Are you registered to vote?  Yes     143                 86.67 
(N=165)    No     22            13.33 
 
How often do you vote in  Always    42                   25.30 
political elections?   Often     59            35.54 
(N=166)    Sometimes    31             18.68             
   Rarely        8            4.82 
     Never     26            15.66
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Have you ever attended  Yes     48                   28.92 
a political rally? (N=166)  No     118            71.08 
Have you volunteered or  Yes     28                   16.87 
contributed to a political   No     138            83.13 
campaign in the past five  
years? (N=166)     
 
 
 After establishing a baseline of participant political engagement, the survey presented a 
series of questions pertaining to the fifth research question, which asked whether millennials are 
aware of the political motivations behind corporate social responsibility efforts. Respondents 
proceeded to indicate their level of agreement with a series of statements such as the concept that 
statements of corporate social responsibility that are promoted by today’s consumer brands are 
becoming increasingly motivated by politics. Additionally, respondents were asked to report 
their level of agreement with statements intended to determine whether they believe corporate 
companies have a social obligation to comment on politics as a form of “doing good” in their 
communities or whether they think that corporate companies should refrain from commenting on 
politics because it’s not their place to influence customers’ political beliefs. The results of these 
questions can be found in Table 4. 
Table 4 
Awareness of Politics in Business 
 
                    n               % 
 
Statements of corporate  Strongly Agree   32                   19.51 
social responsibility that  Agree     106            64.63 
are promoted by today’s  Neither agree nor disagree  25            15.24 
consumer brands are   Disagree       1            0.61 
becoming increasingly  Strongly disagree   0            0.00 
motivated by politics  
(N=164)                  
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Corporate companies   Strongly agree    14                   8.59 
have a social obligation  Agree     49            30.06 
to comment on politics  Neither agree nor disagree  42             25.77             
as part of “doing good”  Disagree       50            30.67 
in their communities   Strongly disagree   8            4.91 
(N=163) 
 
Corporate companies   Strongly Agree   12                   7.32 
should not comment on  Agree     52            31.71 
politics because it is not  Neither agree nor disagree  42            25.61 
their place to influence  Disagree       47            28.65 
customers’ political beliefs  Strongly disagree   11            6.71 
 (N=164)                  
 
 
The sixth research question that this study attempts to answer inquires about the ways in 
which corporate commentary on political issues influences millennial brand perception. To 
address this question, the survey asked questions that test the respondents’ opinions about 
companies and brands that comment on political issues. Table 5 shows the extent to which a 
company’s political views influence the respondents’ perception of a company’s brands, the 
extent to which they view a brand more favorably if its political views reflect their own and the 
extent to which they view a brand less favorably if its political views do not reflect their own. 
Table 5 
The Effects of Politics on Millennial Brand Perception 
 
                    n               % 
 
A company’s political   Strongly Agree   35                   21.34 
views influence my   Agree     90            54.88 
perception of its brands  Neither agree nor disagree  22            13.41 
(N=164)    Disagree       15            9.15 
  Strongly disagree   2            1.22   
 
I view a brand more   Strongly agree    35                   21.34 
favorably if its political  Agree     93            56.71 
views reflect my own   Neither agree nor disagree  25             15.24             
(N=164)    Disagree       10            6.10 
   Strongly disagree   1            0.61 
 
MARKETING	AN	IDEOLOGY	 	 									59	
I view a brand less favorably  Strongly Agree   26                   15.85 
if its political views do  Agree     82            50.00 
not reflect my  own   Neither agree nor disagree  36            21.95 
(N=164)    Disagree       19            11.59 
     Strongly disagree   1            0.61   
 
 
The survey further explored the effects of politics on millennial brand perception by prompting 
participants to describe an example of a time when a company’s political views influenced their 
perception of a brand. Some individuals cited instances in which a company’s political 
commentary improved their perception of a brand. For example, one respondent wrote, 
“Recently Delta announced it would no longer give discounts to NRA members, [and] this 
bolstered my view of the company.” Another individual noted, “Patagonia’s decision to sue the 
Trump administration for its limits on national parks improved my perception of the brand.” 
Other participants chose to focus on cases in which corporate commentary on political issues 
negatively affected their perception of a brand. For instance, one person commented, “[A] Pepsi 
ad made me not a fan of their product because it didn’t [support] my view on solving police 
brutality issues.” A fourth respondent recounted, “When Chick-fil-A’s founder came out against 
gay marriage, that gave me a negative perception of the brand.” Interestingly, one participant 
suggested that “when a company is overly expressive and offensive towards the other party it 
greatly influences my views of that brand.” Many additional answers included examples of the 
potential for corporate political statements to impact brand perception positively or negatively.  
 Some of the respondents independently took this question a step further and described a 
time when a company’s political views actually influenced their purchasing behavior. For 
example, one person wrote, “Exxon’s ties to Trump have made me less willing to get gas from 
Exxon locations.” Another respondent reported, “When Disney supported [Hillary] Clinton, I 
would think about it before buying Disney products.” A third participant added that “Starbucks’ 
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support of various charities and groups that align with my beliefs makes me more likely to buy 
from there.” 
The seventh research question presented in this study asks whether political CSR 
statements influence millennial purchasing behavior. To investigate the relationship between 
these two variables as well as some of the other factors that may contribute to current consumer 
behavior, the survey included a number of questions relating to this topic. Specifically, an 
examination of consumer behavior both on social media and in actual purchasing situations was 
used to study participants’ commitment to taking action to respond to the presence of politics in 
corporate marketing and communications. To begin, the survey asked participants to indicate 
their level of engagement with social media on a scale from one to five with one being 
unengaged and five being very engaged. Responses revealed an average of 4.21 (SD=0.84), 
suggesting a relatively high level of engagement. As part of the attempt to understand the ways 
in which participants might respond to corporate political commentary, they were then asked to 
indicate the extent to which they would express their thoughts about a company’s political views 
on social media and the extent to which they would tell friends and family to become or not 
become a customer of a company based on its political views. These results are shown in Table 
6.  
Table 6 
Consumer Behavior on Social Media 
 
                    n               % 
 
I would express my thoughts,  Strongly Agree   10                   6.10 
whether positive or negative,  Agree     36            21.95 
about a company’s political  Neither agree nor disagree  33            20.12 
views using social media  Disagree       62            37.81 
(N=164)    Strongly disagree   23            14.02   
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I would tell my friends and  Strongly agree    14                   8.54 
family to become or not  Agree     50            30.49 
become a customer of a   Neither agree nor disagree  35             21.34             
company based on its    Disagree       50            30.48 
political views (N=164)  Strongly disagree   15            9.15 
 
 
In addition to investigating participants’ likelihood of responding to corporate political CSR in 
the digital sphere, the survey asked respondents to describe their behavior as it relates to 
purchasing products. Table 7 shows the results of a series of statements analyzing respondents’ 
likelihood of actually paying for a product or service if a company’s political views reflect or do 
not reflect their own as well as their likelihood of boycotting a company’s products or services if 
its political views do not reflect theirs. 
Table 7 
Consumer Behavior in Purchasing Situations 
 
                    n               % 
 
I am more likely to purchase  Strongly Agree   27                   16.57 
a product or service if a   Agree     81            49.69 
company’s political views  Neither agree nor disagree  42            25.77 
reflect my own   Disagree       12            7.36 
(N=163)    Strongly disagree   1            0.61   
 
I am less likely to purchase  Strongly Agree   16                   9.82 
a product or service if a   Agree     63            38.65 
company’s political views  Neither agree nor disagree  60            36.81 
do not reflect my own   Disagree       24            14.72 
(N=163)    Strongly disagree   0            0.00   
 
I would boycott a company’s  Strongly Agree   7                     4.29 
products or services if I   Agree     33            20.25 
found out that its political   Neither agree nor disagree  42            25.77 
views do not reflect my own  Disagree       66            40.49 
(N=163)    Strongly disagree   15            9.20   
 
 
All of the data obtained from this survey can be used to help answer research questions 
five, six and seven. The information obtained in this survey about millennial awareness of 
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political CSR efforts, the ways in which political corporate commentary influences millennial 
brand perception, and the influence of political CSR statements on millennial purchasing 
behavior captures valuable insights into the thoughts and actions of this generation. An analysis 
of these results can be found in the discussion section of this report. 
 
Discussion 
 Using data collected during the interviews and survey, it is possible to derive several 
insights about the relationship between political corporate social responsibility, corporate 
marketing strategy and millennial brand perception. This section of the report will provide an 
analysis of the information presented in the results section for both the interviews and survey. 
Additionally, this section will address the research limitations of this study and suggestions for 
future research.  
 
The Presence of Politics in Business 
The first research question presented in this study is “Are the social trends of political 
polarization and rising millennial prominence significant from the perspective of corporate 
companies?” This question is designed to build on secondary research suggesting the 
significance of these factors and to ascertain whether they are indeed important from the 
perspectives of the academic experts and business professionals who participated in the 
interviews. In response to a prompt intended to elicit relevant comments from the interviewees, 
participants repeatedly reported assigning a high level of importance to monitoring the news and 
keeping up with current events, demonstrating that individuals with industry experience consider 
this to be a necessary, daily activity. Comments emphasizing the importance of acquiring 
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information from a variety of sources highlight the need to take a comprehensive approach to 
obtaining news and understand dialogue from both sides of the political aisle. After asking 
participants to describe the current political environment of the United States, their consistent use 
of negative words further corroborated literature citing the contentious and polarized nature of 
the modern American political landscape. Participants also had the opportunity to comment on 
whether they think that the country’s political environment is important for corporate companies 
to monitor based on their own industry experiences. The fact that each participant independently 
indicated his or her agreement with this proposition supports the notion that this is the case. 
While reasons for having this perspective varied from the impact of regulatory legislation to the 
benefits of being able to prepare an effective public relations platform, the evidence gained from 
the interviews confirms the presence of a relationship between business and politics.  
In addition to considering the implications of American political polarization for 
corporate companies, interviewees also commented on the importance of millennial customers to 
these companies. Respondents cited the sheer size of the generation, its increasing level of 
disposable income, its ability to make lifelong brand loyalty decisions and its vocal nature on 
digital platforms as key reasons why the millennial demographic is noteworthy from a corporate 
perspective. All of the responses to the prompts presented in the first part of each interview 
imply that the social trends of political polarization and rising millennial prominence are indeed 
significant, and companies are in the process of figuring out what this means in terms of their 
marketing strategies.  
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Political Influence on Corporate Marketing Strategy 
The second research question asks, “To what extent do these trends influence companies’ 
CSR strategies?” To help determine the impact of political polarization and millennial 
prominence on CSR strategy, respondents described recent trends in the ways CSR statements 
are being used in corporate America, and they emphasized two key factors pertaining to 
frequency of use and type of content. Multiple interviewees also focused on the ways in which 
corporate social responsibility statements are being used differently than they were used in the 
past. Comments regarding the increasing prominence of these statements and transition from a 
underdeveloped approach to an important part of developing a company’s values exemplify the 
significant transformation of the concept in recent years. Reports that CSR is indeed becoming 
increasingly commonplace among industry entities also reinforce the importance of examining 
CSR statements as independent marketing tools designed to support a brand. Besides changes in 
the frequency in use of corporate social responsibility statements, some participants highlighted 
changes in the content of these corporate components even after they became conventionally 
used as a communications tool. According to those who commented on this aspect of CSR 
statements, there has been a transition in focus from philanthropy to social and sometimes 
political issues. Furthermore, even the most ostensibly altruistic statements are being 
strategically selected based on brand identity and market research supporting the decision to 
become involved in a political debate. In a constantly changing environment, it is clear that 
companies are continuing to figure out how to effectively navigate the country’s political 
environment in a way that will garner support from millennial customers if that segment is 
significantly more important than the rest of its segments. Additionally, the responses focusing 
on the potential that CSR strategy has to impact corporate companies both internally and 
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externally add to current understanding of CSR as an extremely nuanced concept with varying 
degrees of relevance and impact. 
In addition to describing general trends in the use of CSR statements, most of the 
interviewees also noted that they believe the country’s political environment and the consumer 
power of the millennial generation are influencing corporate social responsibility strategy. While 
perspectives regarding the strength of this relationship varied, each participant described some 
form of an existing connection. Comments citing the rise in frequency of CSR statements and 
ability for millennials to voice their opinions on the very accessible and very visible platform of 
social media supported the presence of an association. Additionally, the importance of promoting 
authentic CSR statements and brand messaging as well as a practical need to promote tolerance 
were cited as variables affecting this relationship. Several respondents expressed the opinion that 
the importance of politics and millennials depends on the company and the product or service 
being offered; however, many industry experts mentioned that even if millennials aren’t 
currently a relevant audience to certain businesses, they will be one day due to the nature of an 
aging population and the trajectory of this increasingly significant consumer segment. A few 
respondents emphasized that a brand and its association with corporate responsibility differed 
from public relations efforts that focus on protecting and maintaining a company’s reputation. 
Political messages could occur as a response on the public relations side of corporate promotion 
but not necessarily in terms of overall branding.  
The interviews also investigated participant perception of the ability for political 
corporate social responsibility statements to influence consumer purchasing behavior. 
Respondents who remained skeptical of this connection cited lack of data, often vague CSR 
statements and marketing beyond millennials as reasons why this relationship may be less 
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significant. Meanwhile, proponents of this connection mentioned the active promotion of CSR 
by many companies, the tendency of millennials to support businesses with appealing values and 
evidence of the potential for authentic messages to impact purchasing behavior in existing 
companies within the cause-marketing space as reasons why this connection cannot be ignored. 
While a definitive response cannot be obtained from this qualitative data, multiple interviewees 
noted that CSR can impact other aspects of a company including branding, product development, 
employee relations and market positioning that may in turn influence purchasing behavior. As a 
result of information gained during this segment of the interviews, the political environment and 
consumer power of millennials seems to hold varying levels of influence over CSR strategy 
based on a range of factors including market share, market position, brand characteristics and 
diversity of demographic segments related to each company. Most respondents agreed that the 
only way to determine if this could be an effective strategy is to conduct a significant amount of 
market research. 
 
Millennial Influence on Corporate Marketing Strategy 
The third research question asks, “How are companies adapting their CSR messages to 
appeal to the political preferences of modern consumers including millennials?” Participants 
noted that there are often many contributing factors that affect a company’s CSR position 
including the opinions of senior leadership. At the same time, companies are being placed in an 
unprecedented position in which, due to changes in technology, they are being forced to 
participate in conversations with consumers on social media, which can make it necessary for 
them to become involved in certain dialogues. The fact that companies are participating in the 
exchange of ideas via digital platforms demonstrates that they are paying attention to the 
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platforms millennials use and are incorporating those platforms into their marketing strategies. A 
theme of basing communications decisions on extensive market research was also mentioned by 
multiple interviewees who described how every decision a company makes is backed by 
thorough analysis of the market space. Now that millennials are starting to represent an 
increasingly large portion of consumers in the United States, businesses will need to conduct 
further research regarding the opinions and expectations of this generation as well as other 
customers. Many of the interviewees noted that the marketing landscape is always evolving, and 
that fact has not changed over the years. The interview participants conveyed their recognition of 
the influence of politics on corporate marketing strategy through the observation that some 
companies have certainly entered the political space; however, none of the interviewees had 
personally participated in political-oriented marketing within their professional roles because it 
was too risky for their brands and did not make sense in terms of creating value for their 
stakeholders. 
To further examine the ways in which millennial political preferences may be influencing 
the development of modern CSR strategy, the interview questions asked participants to describe 
their observations of how companies are adapting their corporate social responsibility messages 
to appeal to these inclinations. One professional commented that she has observed an increased 
willingness for millennials to pay more to support brands with attractive values. Social media 
usage was cited once again as a telling reflection of millennial influence on corporate 
communications. These platforms provide opportunities for business-to-consumer interaction 
beyond the context of a purchase. Additionally, these outlets have the potential to appeal to 
millennials by demonstrating a vested interest in companies’ environments and communities 
through their political stances or responses. Corporate communications and advertisements have 
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been political in some cases, but there is no indication that the core CSR statements of these 
groups are becoming purely political. Participants noted that companies are likely to continue 
exploring new ways of reaching the millennial generation as this demographic becomes 
increasingly central to their customer base.  
 
Balancing the Risks and Rewards of Leveraging Partisan Issues 
The fourth research question investigates how companies measure and balance the 
potential risks and rewards of leveraging partisan issues through their corporate communications. 
The impact of taking a political stance can be divided into long-term effects and short-term 
effects. Companies may be willing to incur negative short term effects if they believe that the act 
of commenting on a political issue will benefit them over time. One of the most important factors 
to consider when making a decision regarding the politicization of corporate messages is whether 
a company has a history of commenting on similar issues. The ability to maintain a certain 
consistency in this practice can also affect consumer reception of political messaging. While 
most participants said they believe it is best to avoid engaging in any form of political 
commentary due to the complexities of having several generational target audiences, others 
emphasized how important it is for companies to proactively consider potential opportunities to 
participate in political dialogue because they sometimes don’t have a choice. The advent of 
social media use has resulted in a shift of power into the hands of customers who can easily share 
their opinions about a company at any time, potentially necessitating a corporate response if 
consumers demand one. Because the political environment is simultaneously divisive and 
constantly changing, a company has no way of knowing which issues modern consumers will 
feel most passionate about or which issues will be most prominent on any given day. It is also 
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interesting to consider the point that there may be opportunities to create a major competitive 
advantage for organizations that choose to comment on politics in competitive market spaces 
with an increased emphasis on product differentiation. If a company chooses to comment on 
politics at a time when competitors are not, they may alienate some customers, but they also can 
attract customers who will become extremely loyal because they see their values represented by 
that particular brand. Each company, product and brand has a different set of circumstances, and 
millennials themselves often embrace wildly different points of view. Market research can help 
organizations evaluate the risks and rewards faced by a particular company that is considering 
participating in political dialogue; however, the ultimate goal is to enrich the value of a brand for 
all stakeholders, and taking a political stance can sometimes be counterproductive due to its 
divisive nature. 
During the interviews, participants also shared their opinions about whether businesses 
should avoid commenting on politics because it’s not their place to influence customers’ political 
beliefs or whether they have a social obligation to comment on politics as a form of doing good 
in their communities. Some individuals expressed agreement with the former perspective, saying 
that it’s impossible for a company to accurately evaluate what will benefit all of its constituents. 
According to the multiple proponents of this viewpoint, the responsibility of the CEO to create 
value for his or her stakeholders would be compromised by taking on the risk associated with 
commenting on political issues. Furthermore, if the customers disagree with a company’s stance 
on a political issue, it could cause those individuals to stop providing the company with the 
honest customer feedback constantly needed to create a profitable value proposition. The correct 
course of action is also dependent on the type of company and whether an issue relates directly 
to an organization. At the same time, companies need to constantly reassess their roles within the 
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CSR space because of the expanding definition of what it means for a company to be socially 
responsible. Regardless of how inherently “political” a company is, it will likely need to refine 
its CSR statement in one way or another in order to remain competitive within the market space. 
 
Millennial Awareness of Politics in Business 
It is interesting to juxtapose the insights developed from the interview data with the 
information obtained from the survey data. This shift in perspective from that of industry 
professionals to millennial consumers functions as an instructive comparison between 
management opinions and intentions and customer interpretation and behavior. The fifth research 
question asks whether millennials are aware of political motivations behind corporate social 
responsibility efforts to gain insight into whether the politicization of corporate messaging is 
something that these individuals notice. The survey asked participants to indicate their level of 
agreement with a statement suggesting that the corporate social responsibility statements 
promoted by today’s consumer brands are becoming increasingly motivated by politics. On a 
scale from 1 (strongly agree) to 5 (strongly disagree), participants reported an average rating of 
1.97 (SD=0.61) in response to this question, indicating a generally high level of agreement with 
this observation. The fact that 84.14% of respondents reported that they strongly agree or agree 
with this statement is striking when compared with the idea that many of the interviewees 
seemed to think that political corporate statements should only be used when it makes sense 
strategically. 
When asked to evaluate a statement suggesting that corporate companies have a social 
obligation to comment on politics as part of “doing good” in their communities, responses 
resulted in an average of 2.93 (SD=1.07), indicating that many of the respondents did not 
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strongly agree or disagree with the statement. Similarly, an average agreement level of 2.96 
(SD=1.08) was recorded in regards to a statement that corporate companies should not comment 
on politics because it’s not their place to influence the political beliefs of consumers. These 
results suggest that 33.37% of customers want companies to make political comments while 
39.03% do not. Meanwhile, 25.61% remain neutral on the matter. A t-test comparing the 
information from the data sets of these two questions at a confidence level of 95% resulted in a p 
value of 0.8, indicating a lack of statistical significance in the opinions expressed toward each 
sentiment.  
 
The Impact of Political Corporate Commentary on Millennial Brand Perception 
The sixth research question asks, “In what ways does corporate commentary on political 
issues influence millennial brand perception?” When asked whether a company’s political views 
influence their perception of a brand, respondents reported an average of 2.14 (SD=0.90) on a 
scale on which one represents strong agreement and five represents strong disagreement. This 
numerical value suggests a high level of agreement with this statement, implying that there is a 
strong relationship between these two elements. When asked whether they view a brand more 
favorably if its political views reflect their own, participants also indicated a high level of 
agreement (M=2.08, SD=0.81). At the same time, an average response of 2.31 (SD=0.89) was 
recorded when participants were asked whether they view a brand less favorably if its political 
views do not reflect their own. An analysis of these averages indicates that respondents favor 
brands with similar political values just as they disfavor brands that represent opposing values.   
Meanwhile, A t-test comparing the results of these two questions at a confidence level of 
95% provides a p value of 0.0149, which shows that there is a statistically significant difference 
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in the intensity with which respondents embrace their opinions on each matter. Specifically, 
those who favorably view brands due to their political viewpoints do so at a higher level of 
intensity than the degree to which they disfavor brands with opposing views. These findings 
support the interview participants’ comments that it may not be in a company’s best interest to 
take an extreme political position because a message that resonates with one person may offend 
another, and whether millennial customers agree or disagree with a company’s statement will 
influence their perception of that company’s brand. The significance that a company’s political 
stance may hold in the minds of millennials is further reflected by the fact that 126 survey 
respondents listed specific examples of times when a company’s political views influenced their 
perception of a brand. While exact responses varied, the fact that over 68% of the individuals 
who accessed this survey felt compelled to describe a relevant personal experience of being 
influenced by a company’s political views suggests that a company’s political values are easily 
accessible to millennials contemplating their perception of a brand. 
 
The Impact of Political Corporate Commentary on Millennial Purchasing Behavior 
The seventh research question referenced in this study explores whether political CSR 
statements influence millennial purchasing behavior. To gain a more thorough understanding of 
the context in which modern consumers make purchasing decisions, the part of the survey 
pertaining to this research question included questions designed to evaluate participants’ use of 
social media to evaluate the likelihood that digital platforms would influence customer behavior. 
On a scale from one (unengaged) to five (engaged), participants recorded an average of 4.21 
(SD=0.84) to describe their level of engagement with social media. Despite reporting a high level 
of social media engagement, an analysis of responses to a statement suggesting that participants 
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would express their thoughts, whether positive or negative, about a company’s political views 
using social media resulted in an average of 3.32 (SD=1.14). This indicates a fairly neutral view 
with a tendency toward a lower likelihood of these individuals using their social media accounts 
to share their opinions about a company’s political views online. This realization is especially 
interesting when compared with the qualitative insights collected during the interview phase of 
this study suggesting that many corporate companies rely heavily on social media feedback to 
inform their marketing decisions. These survey results suggest that companies should be weary 
of relying too heavily on social media as a source of customer feedback since not all millennials 
are necessarily sharing their thoughts in this way. It’s interesting to consider the fact that 
individuals who choose to comment about a company on social media may do so because they 
experience particularly strong feelings about a brand, resulting in a certain level of self-selection 
bias among these types of comments. The notion that companies may be adapting their 
marketing strategies to reach the millennial generation based on information they’re receiving 
via social media platforms because they perceive those spaces as reflective of the millennial 
perspective may not be as effective of a means of catering to the needs of this generation as 
corporate managers may think. At the same time, a slightly higher standard deviation of 1.14 
shows that this practice may not be consistent across the millennial demographic, so corporate 
companies should also not ignore the feedback they find online. 
It is also interesting to note that when asked whether they would tell their friends and 
family to become or not become a customer of a company based on its political views, 
participants reported a mean response of 3.01 with a standard deviation of 1.15. Additionally, 50 
respondents reported that they agree with this statement, and 50 reported that they disagree. 
These statistical values further illustrate the risk that companies take when they comment on 
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political issues because the responses vary so greatly from individual to individual. While this 
question does not differentiate between those who would encourage family and friends to 
support a brand if its values align with their own and those that would discourage them from 
doing so if its values opposed their own, the variability in individual responses as evidenced by 
the neutral mean and high standard deviation of response results exemplifies the idea that people 
will act accordingly with their own beliefs as opposed to not taking action at all and may or may 
not relay their preferences to friends and family.  
To further explore the relationship between a company’s political views and millennial 
purchasing behavior, the survey questions proceeded to ask respondents to evaluate their level of 
agreement with a statement indicating that they are more likely to purchase a product or service 
if a company’s political views reflect their own. Responses indicated an average response of 2.26 
(SD=0.84) on a scale on which one represents strong agreement and five represents strong 
disagreement. This suggests that if a company promotes political views that a millennial 
customer finds favorable, it may help motivate them to pay for a product or service from that 
company. When asked about their agreement with the statement saying they are less likely to 
purchase a product or service if a company’s political views do no reflect their own, the average 
participant reported a slightly more neutral perspective (M=2.56, SD=0.86). Disagreement with a 
company’s political position is not as motivating of a factor as agreement. A t-test comparing the 
results of these two questions at a confidence level of 95% results in a p value of 0.00158, which 
shows that there is a statistically significant difference between the impact that a favorable 
statement can have as opposed to an unfavorable statement with the favorable statement having a 
greater potential to influence millennial purchasing decisions.  
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Participants were also asked whether they would boycott a company’s products or 
services if they found out that its political views do not reflect their own provided an average 
response of 3.30 (SD=1.03). This value suggests that the average respondent to this question is 
actually neutral with a tendency toward disagreement with the statement. A t-test comparing the 
results of this question with those derived from the question about participants’ likelihood of 
being less likely to purchase a product if they disagree with a company’s political views results 
in a statistically significant p value of less than 0.001. This data shows that many millennials 
may be more complacent when it comes to taking action against a brand that promotes 
unfavorable political views than some interviewees assumed; however, close to 25% of survey 
participants said they would boycott a product in that case. This distribution supports the 
interviewees’ opinions about the existence of a wide variety of responses to political 
commentary. Furthermore, a t-test comparing the likelihood that favorable political corporate 
communications will positively influence millennial brand perception and the likelihood that 
favorable political corporate commentary will positively influence millennial purchasing 
behavior shows a p value of 0.0494, indicating that a statistically significant difference is 
reflected by the higher mean of the second data set. This analysis proposes that political 
commentary will have a greater influence on purchasing behavior than on brand perception, 
which may be counter to anecdotal evidence. 
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Conclusion and Implications 
 In conclusion, a number of valuable insights can be developed from the results of this 
study, which highlight the most important considerations for entities evaluating the impact of 
American political polarization and millennial consumer power on corporate marketing strategy. 
There is no doubt that these trends are significant from the perspective of these companies, and 
they have the capacity to influence CSR strategy in a variety of ways ranging from external 
perception to internal culture. Additionally, the landscape of corporate marketing is undergoing a 
period of immense transformation as the millennial generation becomes an increasingly 
important component of corporate customer bases. The unique characteristics of millennials such 
as their use of social media platforms and interest in supporting brands with values that resonate 
with them are forcing companies to adapt their marketing strategies as they shift their focus 
toward appealing to this group. Building on literature corroborating the presence of unique 
generational attributes that apply to millennials, the definition of what it means for companies to 
be socially responsible is rapidly changing. As a result businesses are having to reevaluate the 
techniques they use to shape and create new audiences of modern consumers. Furthermore, the 
divisive nature of today’s politics raises the stakes for entities that decide to involve themselves 
in political dialogue. Although metrics such as basic census data, millennial media habits and 
other examples of market research can be used to weigh the risks and rewards associated with 
leveraging partisan issues, it’s clear from the results of the interviews and survey that the risks of 
pursuing this communications approach are significant. Additionally, for well-established 
companies that must address the complexity of appealing to global customers, the value of 
promoting political messaging is significantly based on the need to placate diverse opinions on 
an international scale. There is an undeniable possibility for political messages to be poorly 
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received; however, as the modern marketing environment continues to change and develop, it 
will be unrealistic for businesses to completely remove themselves from political conversations 
as the definition of what it means to be political expands, and consumer demand for CSR 
platforms becomes more prominent and demanding.  
 On the other hand, the opportunity for businesses that are able to successfully navigate 
the public relations pitfalls of engaging in political commentary to gain a competitive advantage 
is evident. If their target market and product mix is appropriate, this strategy provides an 
intriguing means for businesses to differentiate themselves from their competitors and achieve a 
high level of customer support. The survey data clearly indicates that millennials are inclined to 
favor brands and make purchasing decisions based on a company’s political stance. They believe 
that brands have entered the political arena, although opinions about whether they should be 
doing so remain divergent. It will be important for professional marketers attempting to pursue 
this path to create a consistent brand message that is both authentic and sincere in its approach. 
Millennial awareness of the political motivations behind CSR statements that represent direct 
attempts to reach this population is high, further indicating the need to contextually curate 
genuine content. By continuing to examine the nuances of millennial purchasing behavior, 
companies will need to consider lessons including the recognition that millennials are not all the 
same and that social media does not necessarily provide comprehensive customer feedback from 
this group. The capacity for corporate commentary on political issues to influence both 
millennial brand perception and purchasing behavior is reflected in the research, and although 
sometimes compiled into a single group, members of the millennial generation are demonstrating 
an emerging complexity that warrants further in-depth research. Companies cannot afford to 
ignore the increasingly important role that politics plays in corporate communications, and they 
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should carefully investigate whether it makes sense to appeal to stakeholders in a political 
capacity as they develop the strategies that will help them appeal to a millennial audience. Often 
this path will present too many risks to represent a viable communications approach; however, in 
conjunction with the right brand and value proposition, the act of marketing an ideology through 
corporate social responsibility messaging has the potential to propel a business into an 
economically advantageous position.  
 
Limitations 
Based on the fact that this study used a convenience sample for both interview and survey 
participants, the results of this research are not representative of the larger population. The nature 
of interviews means that the findings from this method are not generalizable, and neither the 
interview sample nor the survey sample represents a geographically diverse group of 
participants. Survey respondents were primarily white, female and democrat, which likely also 
influenced findings that are not applicable to the millennial generation as a whole. Additionally, 
the survey participants were also primarily college students who represent younger members of 
the millennial generation, further suggesting that insights developed from this research cannot 
necessarily be applied to all millennials. The method of recruiting students through the UNC 
School of Media and Journalism research participant pool may also influence results since these 
individuals are pursuing higher education and may be more aware of political events than the 
average millennial due to their field of study. Furthermore, not every survey participant 
answered every question, so it is difficult to compare the impact of findings from questions with 
different sample sizes. The somewhat limited sample size due to limited time and resources 
available to undergraduate researchers does not allow for the identification of implications 
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beyond the confines of this study. These results also focus on American populations and do not 
address the thoughts and behavior of global audiences. While the findings of this study are not 
generalizable, they provide insight into areas that may warrant further market research and 
illustrate the capacity for variables examined to impact modern CSR strategy. 
Additionally, it would be interesting to consider the idea that individuals will often react 
more strongly to political issues about which they’re especially passionate, and this study did not 
attempt to reference any specific issues. Instead, it relied on participants to interpret the 
descriptors of “favorable” or “unfavorable” political events through the lens of their own 
familiarity with political topics. Further research could also use quantitative data to inform 
qualitative study design and provide a more comprehensive evaluation of certain criteria. The 
difference in sample audience between the interviews, which focused on management 
perspectives, and the survey, which focused on millennial viewpoints, also made it difficult to 
apply the results collected from both methods within the boundaries of each research question. 
While there certainly are limitations on the ways in which this study can be used to directly 
inform marketing strategy development, it provides a thought-provoking analysis of the factors 
that marketing professionals may find helpful to consider when navigating political corporate 
communications. 
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Appendix A: Interview Discussion Guide 
Summary:  The purpose of this research study is to examine the use of corporate social 
responsibility statements as marketing strategies intended to influence millennial customers’ 
perceptions of brands during this time of heightened political tension. It will explore the ways in 
which companies utilize corporate social responsibility statements to respond to political events 
and whether this approach contributes to gaining a competitive advantage that contributes to 
favorable brand perception among a company’s millennial customer base. This study attempts to 
determine the value that corporate social responsibility holds in the minds of millennials in terms 
of brand perception as well as influencing actual purchasing decisions and investigates the 
consequent implications for corporate marketing strategy. 
 
Procedure:  This interview will consist of answering predetermined questions on an interview 
questionnaire. The nature of this topic is not designed to be intrusive, but you may choose not to 
answer a question or to withdraw your consent to be in the study at any time for any reason 
without penalty. The interview will be audio-taped and later transcribed, and notes will be taken 
during the interview. If you are not comfortable being audio-taped you will not be able to 
participate in this interview. All responses will be kept confidential, and any identifying 
information associated with you or your organization will be removed from the final research 
report and transcript. 
 
Consent:  Do you voluntarily agree to participate in this interview, and do you agree to be audio-
taped? If so, please indicate your verbal consent.  
 
1. Awareness 
RQ1: Are the social trends of political polarization and rising millennial prominence 
significant from the perspective of corporate companies? 
 
• How do you get your news? How often do you keep up with current events? 
• As a business professional or academic expert, how would you describe the current 
political environment in our country? 
 
• Is our country’s political environment something that’s important for your company (or 
corporate companies in general) to monitor? 
 
• How important are millennial customers to your company (or corporate companies in 
general)? 
 
2. Influence 
RQ2: To what extent do these trends influence the companies’ CSR strategies? 
• Are you aware of any recent trends in the use of corporate social responsibility 
statements?  
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• Please describe your company’s corporate social responsibility efforts? (Skip if academic 
expert) 
 
• Do factors including the country’s political environment and the consumer power of the 
millennial generation influence the corporate social responsibility strategy of your 
company (or corporate companies in general)? Are these factors that you and your team 
consider when developing your company’s marketing strategy?  
 
• Do you think that political corporate social responsibility statements have the potential to 
influence consumer purchasing behavior? 
 
3. Action 
RQ3: How are companies adapting their CSR messages to appeal to the political 
preferences of modern consumers including millennials? 
 
• How do factors including the country’s political environment and the consumer power of 
the millennial generation influence the corporate social responsibility strategy of 
corporate companies in general?  
 
• How is your company adapting its corporate social responsibility message to appeal to 
the political preferences of modern consumers including millennials? 
 
4. Balance 
RQ4: How do companies measure and balance the potential risks and rewards of 
leveraging partisan issues through their corporate communications? 
 
• What issues do you and your company consider when developing a marketing strategy as 
it pertains to corporate social responsibility? 
 
• How do you and your company measure and balance the potential risks and rewards of 
leveraging partisan issues through your corporate communications?  
 
• Some would say that businesses should avoid commenting on politics because it’s not 
their place to influence customers’ political beliefs. Others would argue that businesses 
have a social obligation to comment on politics as a form of “doing good” for the 
community. What is your opinion and why? 
 
5. Conclusion 
• Is there anything you would like to add regarding your understanding of political 
corporate social responsibility statements and their application? 
 
• Do you have any questions about this study or the questions in this interview? 
 
• Is there anyone else that you think would be a good candidate for this interview? Would 
you be willing to make an introduction?  
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Appendix B: Interview Transcriptions 
Interview 1 
Speaker 1: Fantastic. So looking at the first question on this interview list, we're gonna begin 
by talking a little bit about awareness with this issue. So would you be willing to 
tell me how you get your news and how often you keep up with current events? 
Speaker 2: Okay. Well, of course, daily and all the time. It's what I do for a living. And that's 
probably not a very good answer for you. 
Speaker 1: No, that's fine. 
Speaker 2: I have a communication firm. So of course imagine the content in e-mail updates 
that I get each day. It's comprehensive and exhaustive. I think probably related to 
this topic, the Harvard Business Review sometimes has some really good data. 
And then the universities themselves have some good data. America Marketing 
Association and the PR organizations also have some good data. Corporate social 
responsibility, like CSR Wire and all the connections there have some relevant 
data. So I guess that would be the drivers. There are two, Weber Shandwick and 
Town Communications which is part Omnicom Group, probably them the most. I 
would say their methodology was the strongest for this topic at least that I've seen 
recently. So I guess probably as far as bias, the two pieces of work that those two 
groups have been involved in would probably bias me more than others, if that's 
the kind of content that you're looking for. 
Speaker 1: Sure, that's all helpful.  
Speaker 2: Okay. 
Speaker 1: Great. So that's great to know. As a business professional, how would you 
describe the current political environment in our country? 
Speaker 2: Toxic. Very counterproductive overall. 
Speaker 1: Sure, and those are great adjectives. Would you say that a country's political 
environment is something that is important for your company and also just 
corporate companies in general to be monitoring? 
Speaker 2: Monitoring, yes.  
Speaker 1: Okay. 
Speaker 2: Messaging toward, I have very mixed feelings about that.  
Speaker 1: Okay. That's good to know. We're definitely gonna get into that a little bit. 
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Speaker 2: Okay. 
Speaker 1: How important would you say that millennial customers are to your company or it 
could be corporate companies in general, but more so as representing the segment 
of consumers that they do represent? 
Speaker 2: That varies because it depends on the client. So we have three clients who have to 
consider millennial opinions very strongly in messaging as well as targeting. And 
for those three clients, I would say millennials are probably 60%-70% of the 
target audience mix. 
Speaker 1: Okay. Great, that's very helpful. So considering this topic of influence a little bit 
more, are you aware of any recent trends in the use of corporate social 
responsibility statements in general? 
Speaker 2: Of course. Sometimes, enough that it can make you snort your coffee.  
Speaker 1: Indeed. So are there any that stick out to you in particular? I know that given the 
current environment, there certainly is a lot going on in that sphere. 
Speaker 2: Yes and absolutely from Patagonia, which interests me because a lot of their 
target audience would be conservative. I thought that was so interesting that they 
would make the choices they did. Even to the standpoint of Pepsi, for example, or 
Starbucks and the decisions that they have made. I think that it is interesting and 
candidly probably regrettable. So I can't discuss this without being transparent 
about my bias.  
Speaker 1: Sure, no. 
Speaker 2: Can I talk about that little bit? 
Speaker 1: Absolutely. Really whatever direction you want to take it in is wonderful. 
Speaker 2: Okay, so if I were marketing Clif bar, then my target audience is going to 
appreciate everything from cost marketing to the new corporate social 
responsibility style that some of these companies have embraced, right? 
Speaker 1: Sure. 
Speaker 2: If I'm marketing Absolut vodka, the demographics or psychographics of the target 
audience that they're trying to appeal to, for 30 years or more has been the LGBT 
community.  
Speaker 1: Okay. 
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Speaker 2: So as you look at their marketing strategy and as you look at what that's done to 
move their sales needle, one can understand that they would be involved in that 
kind of marketing. All their mash, the wheat residue from their product is fed to 
livestock. So you can see if they came out with a sustainability CSR approach, 
which isn't political, it still would be an approach that you could see that seems 
logical to me. When you get into Dick's Sporting Goods and its recent activity 
with it's AR-15 action, that's where I found a hard stop. And as a person who 
started out in this business in 1974, I would be in a conference room and I would 
say "Excuse me? Let's take a hard look at what our data tell us before we make 
this decision based on data we may not have." So I think my pushback would be 
before a corporate communications professional advocates any kind of a political 
statement corporately, one should have the recent frequency monetary value and 
political preferences of its consumer first. 
Speaker 1: Absolutely. 
Speaker 2: I just question whether that's occurring. Starbucks, for example. I do not 
understand and would not advocate what they're doing at all. Dick's Sporting 
Goods, I don't know that I can get behind that. I don't know a whole lot about 
Dick's Sporting Goods' numbers because they aren't readily published. But 
Starbucks' numbers are out there. And as you look at the demographics and voting 
history and cross-polls, and you look at where their product's selling and where it 
isn't, I don't see that distinction where you could say 64% of our customers vote 
this way. I just don't see that data supporting them. And I would think before it 
even comes to the C-level, before it even comes to a conference room, I would 
think that you would need at least 64%-70% of your target perspective customers 
and your lifetime value customers voting that direction or you would totally scare 
the other direction. 
Speaker 1: Right, there's definitely a lot of risk and reward involved in that. And those are 
some really excellent examples of things that we're seeing with current issues 
right now.  
Speaker 2: Yes, I would think so. I just think it's such a corporate communications error. I 
would go so far as to say that I think some of these errors could open up 
competition for your brand. 
Speaker 1: Right, that is definitely an interesting aspect to consider. 
Speaker 2: I would not be surprised if we don't see a Facebook alternative emerge down the 
road. 
Speaker 1: How interesting. Yeah. I think that the landscape is absolutely changing right now 
as we're seeing it. I really appreciate that perspective. That's incredibly insightful. 
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Speaker 2: I'm sorry to be so opinionated but when you first asked me about this, I thought 
"Gosh, am I gonna be helpful or am I going to be too old? 
Speaker 1: No, not at all. As someone who's right in the middle of the industry, everything 
that you're observing and everything that you're seeing, it's just incredibly 
interesting to me and what I'm trying to do with this study. 
Speaker 2: Well thank you. 
Speaker 1: No, thank you. 
Speaker 2: You know, millennials are a $2.45 trillion target.  
Speaker 1: Sure. 
Speaker 2: There is no doubt that the numbers are somewhere in there. So of course business 
to consumer marketing is going to be focused on these individuals who are 
starting into their acquisition phase for purchase capital goods as well as the fact 
that they seem to have disposable income right now. So that is gonna be a driver. 
But I also question as to whether millennials necessarily steer the direction of the 
painted. I think as you look at millennials over all and you look at their 
purchasing history, you'll get the way that they make decisions, and I am not 
convinced that all millennials are socialists. I just don't see that. And I think that 
individuals who are attracted to careers in marketing and careers in public 
relations, particularly social media, may skew how a corporation looks at the 
outside world.  
Speaker 1: How interesting. 
Speaker 2: As I interview candidates for positions at my company, quite often the individuals 
who would probably be more eager to advocate for the kinds of change that would 
skew so that one would vote as a democrat for example, these individuals I think 
tend to be more dominant as applicants for positions in marketing and public 
relations than candidates in other industries. 
Speaker 1: Okay. 
Speaker 2: And they seem to be more predominant even than my daughter sees in her craft, 
which is medicine believe it or not. 
Speaker 1: Okay. 
Speaker 2: So I wonder how much of the contortion is real and how much of it is because the 
candidates that we have for positions in our craft tend be more liberal. And I think 
there's a lot of that. So keep in mind that's shading my bias as well. 
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Speaker 1: No, absolutely.  
Speaker 2: So we've covered all my flaws. 
Speaker 1: No, not all. These are all important things to take into consideration and all things 
that have the potential to impact the industry right now. 
Speaker 2: I think we're gonna see a change. I don't think that millennials are nearly as liberal 
as the perception is in some of the corporate PR departments.  
Speaker 1: Right. Definitely. I think often today we see a lot of blanket statements placed 
over millennials, but they aren't all the same. So you're absolutely right. But 
making that differentiation will definitely be important. I'm curious because I 
know that you mentioned a lot of really great examples with different companies 
and the influences that political CSR efforts do have. But I'm curious whether or 
not you would say that the statements that these companies are coming out with 
really do have the potential to influence consumer purchasing behavior. 
Speaker 2: I think no. They may reinforce existing opinions, yes. But I've not seen any data 
that would convince through an objective lens that would convince me that the 
consumer respects company X so much that when company X advocates a 
political position, consumer will change his or her position. So does that answer 
your question? 
Speaker 1: Absolutely. No, that's fantastic. 
Speaker 2: So I think what's happening is that the corporations are trying to reinforce what 
they perceive to be the opinions of the customer. 
Speaker 1: Right. 
Speaker 2: And I think that's fatally flawed. I think you can do it, again, if you're a Clif bar. I 
just don't think it works when you have more of a mix in your customer base. I 
think what happens instead is they either tune out all political messaging coming 
from corporate. I think that's one defensive mechanism or else just sheltering 
mechanism that they would come up with. It may not be defensive, but they may 
just get weary of it. And if they want to go to Target, for example, to get a 
prescription from CVS in the Target store, they will just do it because it's 
convenient. But it will still be a convenience, a price, or a product based decision. 
And I think they'll just even they disagree with a lot of the target statements that 
they've seen, they would go despite those statements or just consider themselves 
neutral on those statements. So no, I don't think that there is an opportunity for a 
company that sells retail to convince any consumer that this is the new way that 
they should embrace. I just don't think it's gonna work that way. 
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Speaker 1: Sure, that makes a lot of sense. I'm curious to hear a little bit too about how, 
considering it from the perspective of the companies, what are some ways that 
you think that a country's political environment and just knowing about this 
current state of consumer power that millennial generation does have influencing 
the CSR efforts that they're deciding to pursue and influencing the strategy that 
these corporate companies are putting out. They're not necessarily so much as 
altruistic means anymore, but actually as an avenue for reaching these politically 
engaged individuals. 
Speaker 2: That's a good question. I guess I think it varies so much by corporation. 
Unfortunately, I think what you hear when you enter in the four walls of these 
corporations and you sit around the conference table, when the C-level pays 
attention to what the D-level and the managerial level was feeding up to it. The C-
level is always cynical around these tables. They just go along with it. I think it's 
more just "Okay, this is what we need to do. Fine." I think there are some 
exceptions to that, but I don't see those exceptions very often. I think those of us 
who are more seasoned are thinking we've been through this before. And this is a 
trend that won't be with us forever. And we think it's gained more momentum 
than is healthy for the companies. So we're concerned about it. We're concerned 
about the exposure to these companies because we think it can kill their brand. 
Speaker 1: Right, absolutely. I know that you talked a little bit earlier about this notion that 
when companies are deciding whether or not to comment on these partisan issues, 
they do have to balance the potential risks and rewards of leveraging different 
perspectives that they may take on the issue within their corporate 
communications. And I'm curious if you have any thoughts as to either how they 
do go about weighing those risks and rewards or how they should go about doing 
so. 
Speaker 2: Well, I think how they do it is social media feedback. So they're monitoring social 
media all the time. Depending on which particular tool they use. I think generally 
then you have that information coming to your social media communications 
team. That team candidly tends to be melodramatic. That's the type of 
personalities that might comprise those teams. They're usually not strategic and 
they're reactionary. I have seen panic response to 30 or 40 negative Twitter posts. 
And when you're dealing with 3-11 million consumers on Twitter about your 
product at a time, that's nuts. But I have seen entire corporate meetings called 
because of the handful of negative Twitter comments that they're convinced 
constitute in. And so because I think social media makes things more realtime, 
there doesn't seem to be anybody at the table who is saying "Will the millennial 
consumer view our weighing in on this issue as authentic?"  
Speaker 1: Right. 
Speaker 2: There just isn't anybody on that team who asks that relevant question. And I think 
millennials are developing, I'm not sure I would've said this two years ago, but I 
MARKETING	AN	IDEOLOGY	 	 									88	
think now they're developing that cynicism well. And if you come out with a bold 
statement about the Race Together program that Starbucks came out with, I think 
millennial probably rolls his or her eyes and views it as "Oh, this is just another 
gimmick. It's going to exploit the social issue thinking that it's what I want." And 
now I think they'll get their Starbucks anyway, but I don't think it does anything at 
all for long term brand loyalty. I think they'll probably just roll their eyes. 
Speaker 1: It's definitely important to have that element of authenticity. 
Speaker 2: Yes. I think that it's critical.  
Speaker 1: Absolutely. I completely agree. I do have another question that's also a school of 
thought type question. Some people would say that business should just avoid 
commenting on politics altogether because it's not their place to influence 
customers' political beliefs, but others would argue that businesses have a social 
obligation to comment on politics as a form of doing good in the community. And 
I'm curious what your opinion is and why. 
Speaker 2: I would be the former more often than not. I think it depends on what your core 
competency is. So the reason, if you were a multinational corporation, one of the 
reasons that you might advocate for more socialism would be if you could go to a 
uniform set of rules across the world, imagine what that would do for your cost 
structure. So let's go healthcare for a moment. If you're trying a pharmaceutical 
product in any country including Malta, you have a whole different set of 
regulations for each country, right? 
Speaker 1: Right. 
Speaker 2: Imagine the cost and the staff required for this. So if you're Google, imagine how 
much cost savings you're gonna have if you have one set of corporate culture 
rules across the world. Just sit and think about that for a second. 
Speaker 1: Right. That would be a huge difference.  
Speaker 2: So you would have a huge benefit with more of a system structure that promotes 
what it is your endgame happens to be. So from those standpoints, if you're gonna 
remove yourself from any ethics or remove yourself from politics from that 
standpoint, then perhaps one can argue that it makes sense to become involved in 
political manipulation. Right? On the standpoint of corporate cultural ethics 
though, our primary responsibility as a CEO is to return value to all of our 
stakeholders, including our consumers. To be so arrogant that we think that we 
can evaluate something as important as politics for our consumers, for our 
shareholders, for our employees is incredibly repugnant to me. I mean I can still 
say there is no corporate executive exists, no corporate board exists that should be 
so bold as to assume that they're right. That's why we have diversity of opinion. 
That's why we have diversity of product. That's why we support competition is so 
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at the end of the day, the winner is ground-truthed. So if you stop and think from 
a holistic standpoint as communication professionals, and you think about a 
company deciding on its own that it knows best, that's very frightening, isn't it? 
Speaker 1: Absolutely. 
Speaker 2: There's such value in input. 
Speaker 1: Agreed. I think definitely given the diversity of opinions and everything that you 
were talking about, it's hard to know. It would be hard to assume that any one 
person or one company could really define what exactly the greater good is and 
what it looks like perfectly, depending on the issue. 
Speaker 2: I just find that whole concept to be the kind of impact that would force people 
inward. So that as you have these corporate entities advocating political policy 
and as it becomes more and more uncomfortable for the consumer to make a 
comment while he's in the store, I think you create a lot of potential for closing off 
the information flow. And I will go so far as to say I think it means that the next 
time you go out to survey a consumer about preferences, you get false 
preferences. Imagine what this has done to polling. Just think about the last 
presidential election. What happened during those polls? What happened is that 
you have the sensing judgmental individual who wouldn't respond to the poll. As 
you start getting down underneath it, you start to see what temperament type 
played in those polls. The next thing you see is that depending on where the 
individual lived, you had individuals who lied about their vote. Does that benefit 
the company? So if you're Google, and you wanna know what a person wants to 
see in Google search, are you getting honest answers now? 
Speaker 1: Right. It definitely is a big question now. 
Speaker 2: It is a big question. And I think the longer you've lived and the longer you see poll 
data, you're starting to see this doesn't pass the sniff test. We have a survey that's 
going on right now and this survey had 1,500 respondents. And when you're 
looking through the responses you're just saying "This isn't right. This isn't 
honest. Something's going on in this." I don't know whether it was a questionnaire 
bias or whether it's a response bias, but we're getting answers that don't, again, 
seem to be authentic.  
Speaker 1: How interesting. 
Speaker 2: And so imagine the damage that's gonna do to all of us in communications. 
Because we're being told what they think we want to be told.  
Speaker 1: Right. That's an excellent point. 
Speaker 2: It scares me. 
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Speaker 1: Yeah. 
Speaker 2: Because my job is to give honest feedback back to my clients. And I'm not sure 
I'm getting honest input, which is one of those garbage in equals garbage out 
outcomes.  
Speaker 1: Sure. That makes a lot of sense. Definitely something. That's really interesting to 
think about. So I know we've covered a lot of great topics and I'm curious just if 
there's anything else that you feel like we haven't covered or anything that you 
wanted to add just regarding corporate social responsibility statements and your 
application. It's okay if not too. Either way. 
Speaker 2: No. I think that you see from the data are telling us that 70% of millennials spend 
more on brands that support causes they care about. Yet if you drill underneath 
that, you'll then see, even within that same study and you start to add up the 
numbers, you'll see that even those numbers are coming in at less than 60%. So I 
think one of the big things that all of us need to watch or perhaps are watching is 
do we have a math problem in our craft? Do we have "I feel it ought to be 70%, 
therefore it is" problem in our craft? I think our craft has something askew.  
Speaker 1: How interesting. Do you have any questions about the study in general or any of 
the questions that haven't been included in this interview? 
Speaker 2: No. What are you gonna do with the study when you're finished though? 
Speaker 1: So once I'm finished with this study, I'm actually also conducting a quantitative 
survey to complement these quantitative interviews. And I will be using all of 
these results to help me write my senior honors thesis. So that will be through the 
UNC School of Media and Journalism. So it's been really interesting and certainly 
a very timely project to work on and definitely something that I hope will help me 
to start my career as I prepare to graduate.  
Speaker 2: That sound wonderful. 
 
Interview 2 
 
Speaker 1: Wonderful, so the first few questions that I'm going to be asking are a little bit 
about awareness of this issue. So if you could please begin by telling me about 
how you get your news and how often you keep up with current events. 
Speaker 2: I get most of my news from NPR and The New York Times. 
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Speaker 1: Okay. Wonderful. That's really great to know. As somebody who's had a lot of 
experience working as a business professional, how would you describe the 
current political environment in our country?  
Speaker 2: I would say charged, polarized, uncivil and a lot of times, unbalanced.  
Speaker 1: Unbalanced. That's a really great descriptive word. Would you say that our 
country's political environment is something that's really important for corporate 
companies to be monitoring? 
Speaker 2: Yes, very.  
Speaker 1: Yes, okay. Very.  
Speaker 2: Extremely.  
Speaker 1: Extremely, that's fantastic. I completely agree. So how important, given that 
notion, would you say that millennial customers are to companies in general? 
Speaker 2: Ask that question again. 
Speaker 1: How important would you say that millennial customers are, just as part of a 
company's customer base nowadays? 
Speaker 2: Well, I'd say it's, depending on your product, whatever you're selling whether it's 
a service or a product or an image, millennials are very important, particularly 
since they'll get older and have more and more disposable income- 
Speaker 1: Sure- 
Speaker 2: But you got to try and hook them early. You know attracting customers at an early 
age is very important for particularly a product driven company.  
Speaker 1: Sure. That's great. So now we're going to talk a little about influence. So I would 
love to know a little bit about whether you're aware of any recent trends that 
you've seen in the industry pertaining to the use of corporate social responsibility 
statements? 
Speaker 2: Have I noticed a trend? 
Speaker 1: Yes ma'am. Just having to do with just the use of corporate social responsibility 
statements. So this can be whether they have become more prominent, or if you've 
seen them used in a different way than maybe they had been used in the past. Or 
just any observations that you may have noticed with this particular strategy.  
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Speaker 2: Well, social responsibility's been around for a long time. So that's not new. I've 
seen it used well and I've seen it used very poorly. But recently, you see what 
Dick's Sporting Goods and couple of airlines and Walmart have stepped away ... 
Hold on one second let me take this call and I'll get off of it. Hold on. 
Speaker 1: Oh sure, no problem.  
Speaker 2: Are you there? 
Speaker 1: Yes I am.  
Speaker 2: Oh good, okay. So, about the gun control. I mean, I some of think these airlines 
have just chosen to step away from their affiliation with NRA- 
Speaker 1: Sure- 
Speaker 2: Some are actually coming out with statements. I mean that's a recent example. 
But, this has always been ... Corporate statements, corporate governance, some 
companies will chose to disassociate with either organizations or celebrities or, 
you fill in the blank, if they think that it does not reflect their values.  
Speaker 2: So to say it's new, no, it's not.  
Speaker 1: Okay.  
Speaker 2: Some companies use it well and maybe some don't.  
Speaker 1: Great. That's very helpful. So, in your opinion, would you say that factors 
including the country's political environment and the consumer power of the 
millennial generation are factors that do influence the corporate social 
responsibility strategy of companies? 
Speaker 2: Again, it depends on the product. I mean, if you want to be hard nosed about 
them, it depends on the product. If you've got product or service that is targeted 
mostly to wealthy older white or black, it doesn't matter, and that's really where 
your focus is, then the millennial certainly will be a consideration. But again, I 
don't think it's going to be an overwhelming factor.  
Speaker 2: Again, it depends on if you're trying to sell your product to everybody. I mean 
there are some products like detergent. I mean everybody needs detergent whether 
you're 25 or 85. So again, it really depends. So if you have a hip, young product 
that millennials clearly are going to drive market share, you're really going to pay 
attention to that demographic.  
MARKETING	AN	IDEOLOGY	 	 									93	
Speaker 1: Sure. I think that's a great point. Would you say that political corporate social 
responsibility statements do have the potential to influence consumer purchasing 
behavior? 
Speaker 2: Yes.  
Speaker 1: Yes. Okay. Great. So now we're going to move into the theme of action a little bit 
more. I would love to hear your thoughts on how factors including the country's 
political environment and the consumer power of millennials influences corporate 
social responsibility strategy of these different corporate companies. 
Speaker 2: Okay.  
Speaker 2: Are you there? 
Speaker 1: Uh huh.  
Speaker 2: Okay, sorry.  
Speaker 1: No worries.  
Speaker 2: I couldn't tell, I think I faded in and out. Was that a question or a statement? 
Speaker 1: Oh, more of a question, but I can read it one more time.  
Speaker 2: Yeah it faded out.  
Speaker 1: No worries. So I guess I'm just curious to know about whether you ... Or I guess 
how the different factors of the country's political environment and the consumer 
power of millennials influences the development of corporate social responsibility 
statements? 
Speaker 2: Well I sort of answered that, but let me see if I can come up with something 
different.  
Speaker 1: Sure, I know we touched on some similar questions earlier.  
Speaker 2: Yeah. For corporate responsibility? They're going to be influenced by several 
factors.  
Speaker 1: Sure. 
Speaker 2: One, it could be that their senior management, their CEO, or their board have 
certain values. They can be personal values, they can be corporate values, and 
they will help influence and determine corporate statements. Maybe they have 
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nothing to do with their products. I'm trying to think of an example but I actually 
can't right now.  
Speaker 1: No worries. 
Speaker 2: It might be that ... And it might just make a statement. I mean I don't know that 
with the NRA and Delta Airlines, I don't know if that's going to influence Delta's 
business much but they probably have a set of values; they're just going to 
distance themselves from NRA.  
Speaker 1: Okay. 
Speaker 2: We're learning more and more about the NRA, blah, blah, blah. I don't think it's 
actually going to impact whether or not people use Delta Airlines. Now having 
said that, I think it's not going influence customers flying on Delta. But it's 
interesting what did happen because their headquarters is in the state of Georgia, 
and the state of Georgia withdrew a tax benefit to Delta- 
Speaker 1: Okay- 
Speaker 2: And they stood their ground anyway. That actually ... And millennials, you are 
learning you can't just put millennials all in one bucket and say that they're all this 
way. There's assertive millennials, there's liberalist millennials, there's educated 
millennials, there's uneducated millennials, there's black, white- 
Speaker 1: Sure- 
Speaker 2: So you got to be careful that you don't type cast the millennial. There can be 
certain characteristics about millennials and I don't know what they are, but a 
good marketing company will drill down on finding habits where they ... And 
how they think up with their products.  
Speaker 2: So I think I'm rambling, I know I'm rambling a little bit- 
Speaker 1: No. This is great. 
Speaker 2: There are certain characteristics of millennials.  
Speaker 1: Sure, no, this is- 
Speaker 2: But don't assume that they’re all liberal or all white, or all educated.  
Speaker 1: Absolutely. So, to build on that, I know that you mentioned the example of Dick's 
Sporting Goods and some of these other airlines and companies that have taken a 
stance on gun control. So would you say that this, as a result of this issue that 
we've seen so much in the news lately, that companies are in fact adapting these 
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messages in order to appeal to the political preferences of modern consumers such 
as millennials? Do you think that's something that they are doing to be a part of 
their marketing strategy actively? 
Speaker 2: No I really don't. You got to remember, we're mixing up a lot of things. Like you 
talk about Dicks Sporting Goods or Delta Airlines, I don't think those are targeted 
at millennials- 
Speaker 1: Okay- 
Speaker 2: I think they are just saying this is what we stand for.  
Speaker 1: Sure, okay.  
Speaker 2: This is who we are and what we stand for.  
Speaker 1: Okay. 
Speaker 2: Now, I wish I could think of a product that is ... Technology, maybe iPhones, 
maybe some of the younger tech companies who are very specifically targeting 
millennials- 
Speaker 1: Right. 
Speaker 2: But I think when you get an old established airline like Delta or Dicks Sporting 
Goods ... Dicks Sporting Goods probably, and Walmart, probably risked 
offending their core customer. I think, yes they risked offending their core 
customer and they didn't care, they stood up for what they believe. That's an 
example of how it's not going to drive, and it may drive away certain customers.  
Speaker 1: Sure.  
Speaker 2: Dicks Sporting Goods and Walmart, I'm assuming that with Walmart and Dicks 
Sporting Goods, we know a big part of their sales is selling guns. So, they risked 
some business and they risked losing a customer.  
Speaker 1: Sure- 
Speaker 2: Because of their core values and their brand. I mean, Dicks, I don't know what 
their brand is, but I'm sure they've got a brand that stands for something and they 
had to stand up for their brand and their values.  
Speaker 1: Right. No, that's wonderful. That actually is a really great segue into the last few 
categories of questions. So looking at this issue of balance, that there are a lot of 
different issues that companies have to consider when they are developing these 
marketing strategies and trying to figure out how they do indeed measure that risk 
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and reward because I know as you mentioned that these customer bases often are 
quite diverse and they may not just be millennials. Even if they are they may be 
very different millennials. But, do you have any thoughts on how companies go 
about making this decision of whether or not it's worth it to take a hard stance on 
an issue? Because on one hand they may attract customers who feel the same 
way, but they may also alienate customers who feel differently.  
Speaker 1: So do you have any thoughts on that? 
Speaker 2: Yeah, I could tell you a company will, there are a lot of, they'll think about that a 
lot. They'll think about, particularity the company that you admire.  
Speaker 1: Mm-hmm (affirmative). 
Speaker 2: A lot of them say we'll risk short term tough decisions for long term gain. Long 
term gain might be respect from their customers. It might be supporting and 
reinforcing their brand.  
Speaker 1: Mm-hmm (affirmative). 
Speaker 2: On the short term, they might take a hit. They may also consider their employees. 
What are their employees, what's important to their employees, and gender. 
Employee loyalty.  
Speaker 1: Uh huh. 
Speaker 2: They clearly will consider the political environment. 
Speaker 1: Sure. 
Speaker 2: They might even, and this is one you may not have thought about, they give to 
PACs, that means they give to lobbyists- 
Speaker 1: Mm-hmm (affirmative). 
Speaker 2: And they may change their strategy in terms of which politicians they support and 
which politicians they step away from. 
Speaker 1: Sure.  
Speaker 2: So there's a lot of agendas. Clearly their customer is the top of the list.  
Speaker 1: Mm-hmm (affirmative). 
Speaker 2: But there are other factors that will determine a corporate position, a public 
corporate position. 
MARKETING	AN	IDEOLOGY	 	 									97	
Speaker 1: Okay, that's really excellent. I guess my next question also relates to that. So I 
guess some people would say that businesses should really avoid commenting on 
politics because it's not their place to influence customer's political beliefs. But 
other people would argue that business's have a social obligation to comment on 
politics as a form of doing good for the community.  
Speaker 1: I was just curious what your opinion was on that? 
Speaker 2: Well I think you have to be careful on that. Matter of fact, I would, just again, it 
depends on the company. It depends on the culture. Depends on the product. 
Speaker 1: Mm-hmm (affirmative). 
Speaker 2: The man who runs Starbucks, he's got a young audience. He's very liberal. He 
stands up for what he believes in. He's not controversial but you know where he 
stands. He's liberal.  
Speaker 1: Sure. 
Speaker 2: Yet I think, I can take my hat off to him because he's risking offending, again, 
offending some of his, or a lot of his customers.  
Speaker 1: Right.  
Speaker 2: I love it that any time a company stands up for something that they believe is 
important because they believe it is socially responsible and something that 
they're just going to push back on. They take a risk that I’ve got admire. I may not 
agree with them, but I admire them for standing up for themselves- 
Speaker 1: Absolutely. That's great. So those are the bulk of my questions. I wanted to ask, is 
there anything else that you would like to add regarding your understanding of 
political corporate social responsibility statements and their application or maybe 
anything that we didn't cover? 
Speaker 2: No, let me see. Looking at companies to be admired, you might, particularly 
because you seem to be very focused on millennials, thinking of a company that is 
a strong brand, and they do target millennials and that's Coca-Cola.  
Speaker 1: Okay.  
Speaker 2: I would study that. They try to avoid politics and they have a huge foundation. So 
what they do, they're smart. Let's just, for instance, take the environment, I mean 
99% of coke is water, right? 
Speaker 1: Right. 
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Speaker 2: So they may have a strong position on water going into countries, third world 
countries. They may have quite a clean up the water program. It's good for the 
environment, it's good for the country and it's good for coke.  
Speaker 1: Sure. 
Speaker 2: So they figured that out, and they're very socially responsible, but I think they try 
really hard to stay away from politics.  
Speaker 1: Right.  
Speaker 2: But they're socially responsible. Education, they take a strong stand on education, 
which is great. They put literally millions and probably billions of dollars into 
education programs.  
Speaker 1: Okay. 
Speaker 2: But, well, I'd love to see what they do because now it's coming out about how bad 
caffeine and sugar are. So what do they do? They get behind, and then they are 
acquiring soft drink companies that are different. Dasani is a coke product, but it's 
a water product.  
Speaker 1: Right. 
Speaker 2: They walked that fine line and yet they are targeting millennials and yet they're 
staying away from politics.  
Speaker 1: That's an excellent example. I'm curious, do you think that ... So obviously they 
have a very successful strategy that's worked for them, very socially responsible, 
done a great job marketing their brand that way. But I'm curious whether you 
think that there would ever come a time where they would be forced to comment 
on politics? Not because they necessarily want to, but whether they're forced into 
one of these situations or just because of the nature of the current arguably toxic 
political environment that we live in today? 
Speaker 2: I wouldn't dare speak for Coca-Cola. You do some research on that. I wouldn't 
dare.  
Speaker 1: Sure. 
Speaker 2: They're one of the best marketing companies. They're losing market share now 
because people are stepping away from sweets and sugary high calorie drinks. So 
they are, I think their stock has taken a hit. But they are a great marketing 
company and they get marketing and they get social responsibility. They are very, 
this is a strong brand.  
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Speaker 1: Sure. 
Speaker 2: They will fall on their swords. I've never seen a company so brand focused. But 
my guess is they stay away from politics.  
Speaker 1: Okay, well, yeah.  
Speaker 2: I used to live in Atlanta.  
Speaker 1: Yeah. Well, that's an excellent example. It will definitely be an interesting one to 
watch.  
Speaker 2: Uh huh. 
Speaker 1: So do you have any other ... Sorry what was that? 
Speaker 2: I think these are great questions.  
Speaker 1: Oh good, I'm so glad you've enjoyed them. Do you have any other questions 
about, I guess, just the study or any of the questions in this interview? 
Speaker 2: No, can I see your final, once you get it all written up I'd love to see it.  
Speaker 1: Sure I'd love to send it to you.  
Speaker 2: Great. 
 
 
Interview 3 
 
Speaker 1: Fantastic. 
Speaker 2: Let's do it. 
Speaker 1: The first group of questions I have pertain to awareness about corporate social 
responsibility and some of the issues related to that. So I would love to hear a 
little bit about how you get your news and how often you keep up with current 
events. 
Speaker 2: Well, I immediately get my news first thing in the morning with my Daily Skimm 
report, which, I love it.  
Speaker 1: I'm also a fan. 
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Speaker 2: It's so important to keep in the know over what's going on. I love the way they 
deliver it. 
Speaker 1: Absolutely.  
Speaker 2: So after I look at the Skimm, I go to espn.com, Bleacher Report sends me 
breaking news messages, which is very helpful, and then I go to CNN and MSN.  
Speaker 1: Mm-hmm (affirmative) 
Speaker 2: And one last thing I do, which is my standard for my every morning, is I'm a huge 
video game player, so I look at three websites. Gameinformer.com, 
gamespot.com, and videogamer.com.  
Speaker 1: Okay. 
Speaker 2: And that's my day. 
Speaker 1: Very nice. So, as somebody who is an academic expert with industry experience, 
how would you describe the current state of the political environment in our 
country? 
Speaker 2: Goodness. I would say it's not as uneasy as it's been in the past months.  
Speaker 1: Mm-hmm (affirmative). 
Speaker 2: I think it's been on a more ... quieter note lately. 
Speaker 1: Sure.  
Speaker 2: I'd have to say over all that it's still just ... what is the best word ... it's not ideal. I 
think people still aren't very happy with the current political administration.  
Speaker 1: Sure.  
Speaker 2: But there's been nothing but ... oh, I take that back. Since the big thing came out 
yesterday about Trump and the porn star. So, that ... there's no telling how that's 
going to influence the whole ... with everything else that's been going on. 
Speaker 1: Sure.  
Speaker 2: But, I will say this, every day there seems to be some type of story that’s 
potentially catastrophic ... 
Speaker 1: Right.  
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Speaker 2: And it's almost like were holding our breath.  
Speaker 1: Sure. There definitely always seems to be something going on.  
Speaker 2: Every day it's something different with Trump. To one thing, I gotta say, it's 
almost strategic with him because the chaos is kinda what he feeds on and he 
wants to flood the media with as much information as going on. Because it keeps 
you going in so many different directions.  
Speaker 1: Right.  
Speaker 2: It's genius to a certain extent. Event though it's bad chaos stuff. 
Speaker 1: It's an interesting strategy for sure. 
Speaker 2: It is. And it can only be viewed as a strategy. People who don't think he's doing 
this on purpose, just aren't really looking at the big picture and how pieces fit 
together. 
Speaker 1: That's a very interesting perspective. Would you say our country's political 
environment is something that is important for corporate companies to be 
monitoring nowadays? 
Speaker 2: Oh absolutely.  
Speaker 1: Okay.  
Speaker 2: I think it's a very, very important thing whether you’re looking ... of course it's 
key with corporate social responsibility. In a certain way nowadays, with what's 
going with how Trump is flooding the media, the administration, It's like you 
have to be in the know because you have to have a plan of whether you're gonna 
respond to anything going on or whether you're forced to respond to anything 
that's going on. 
Speaker 1: Right. 
Speaker 2: I think it's absolutely critical that you have some sort of plan nowadays and you're 
proactive instead of being reactive so that when things come to you, you have 
something established. 
Speaker 1: Right. 
Speaker 2: I'd say it's very important for companies to know what's going on and to have 
somebody, even if they're not on their payroll, but somebody they can consult 
about their industry and how the political atmosphere affects it. 
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Speaker 1: Absolutely. So, I guess my next question would be how important would you say 
that millennial customers as a segment of the consumer base are to corporate 
companies nowadays given time and age, things along this nature. 
Speaker 2: I'd say they're huge. One obvious reason, which millennials hate, but it's very easy 
to predict is the social media part. 
Speaker 1: Mm-hmm (affirmative) 
Speaker 2: The fact that for almost every company it’s standard for them to have Instagram, 
Snapchat, and Twitter accounts because they know that those are ways that, not 
just millennials, but a majority of people now are getting their news and they're 
communicating. I would say companies are focused on this and the whole key to 
it is, everything has to be interactive. That's one thing that you can say that the 
millennial generation has established and should own. The fact that we deserve to 
have a voice and we are forcing that issue because you have to communicate and 
do it in a way that we can respond. I think it's cool and it's interesting. 
Speaker 1: Absolutely.  
Speaker 2: It's a shift of power and the companies that realize it, embrace it and plan for it are 
the ones who will be more successful and will be able to come out on top. 
Speaker 1: That's a great point. 
Speaker 1: So, I guess my next question would be whether you're aware of any recent trends 
in the use of corporate social responsibility statements? Like how companies are 
using these statements and if there are any trends in particular that you've seen 
that really stick out to you? 
Speaker 2: Yeah, you know one in particular has been companies who are asking their 
audiences and their customer base to partner with them. They're not just saying 
this is how we feel as a company, this is how we're going to react, or how we're 
going to support it. What they're saying is we feel strongly about this and we 
would like you to help us do something about it. 
Speaker 1: Mm-hmm (affirmative)  
Speaker 2: And I've seen that whether you look at Walmart and the way they handled the 
hurricanes that hit Texas and Florida and how they reached out and matched 
consumer donations to other organizations. There's another key big one that did a 
whole other matching plan. It was a major, major corporation.  
Speaker 1: Right. 
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Speaker 2: I've been able to see several of these strategies because I've had students report on 
certain public relations cases and how the companies are changing their strategies 
based on corporate social responsibility. I'd say the theme has been more toward 
'help us make a stand or support something.' 
Speaker 1: So, in your opinion, would you say that factors such as the country's political 
environment and the consumer power of the millennial generation are factors that 
influence the CSR strategy that companies are using today? 
Speaker 2: Yeah, absolutely. And the one way you can see it, and I hate this term but it's the 
hashtivisim where people are using hashtags to promote activism. The bad side is 
that a lot of people who are dependent on social media are looking at ways to 
support causes without actively supporting causes. They feel like if you support 
the hashtag for something that you just contributed, you just stood up for 
something instead of actually doing something tangible with it, and they feel like 
they've done enough. 
Speaker 1: Right. 
Speaker 2: Now, that being said, companies are starting to do the same thing with their social 
media accounts. They're retweeting whatever the hashtag is supporting ... you 
know the Flint water crisis or even hurricane relief like I said or even the stuff for 
United Airlines, Delta, whichever one had gotten all the trouble lately. Same type 
of thing. But the point is that you can tell that companies are actively taking into 
consideration that it's millennial driven, the hashtivism thing. 
Speaker 1: Sure. 
Speaker 2: And the fact that they're either getting behind it or having to react to it just shows 
that they're taking it into consideration. 
Speaker 1: Great. That's a wonderful. Do you think that companies that use these politicized 
corporate social responsibilities statements have the potential to influence actual 
consumer purchasing behavior? 
Speaker 2: That's a good question. And I think it's something that a lot of companies are 
trying to determine right now. Over the past two years, I've had numerous 
students do reports in class based on recent issues like the Lululemon crisis when 
their CEO keeps saying the most dumb stuff.  
Speaker 1: Right.  
Speaker 2: And I've had multiple students come out and ask different classes ‘how has that 
influenced your purchasing behavior? Do you not shop at Lululemon? Do you go 
somewhere else?' The majority of them, said that yes it did influence them. That 
they wouldn't buy a product from Lululemon. 
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Speaker 1: Interesting.  
Speaker 2: But, in the same sense, Starbucks was getting criticized for having a store in a 
country that women weren't allowed to go in to. And they were saying that it was 
one of the capitalistic things that they were more worried about just having a 
presence in the country and the capital of it, and not worried about what it meant 
to the country ... 
Speaker 1: Okay.  
Speaker 2: And the message it was sending that they were kind of standing up for it. 
Essentially they are supporting it. And a lot of students were aware of it but said it 
wouldn't gonna change them on Starbucks. People said it's didn't matter to them.  
Speaker 1: Yeah.  
Speaker 2: And one other thing I will say is that you can look at the BP oil crisis. That was a 
huge indicator of when people stopped buying gas from BP after they had the big 
major oil spill.  
Speaker 1: Mm-hmm (affirmative).  
Speaker 2: This has been long enough years ago that a lot of the millennial generation now 
barely knows about. When I bring it up it's not that big of a deal. Gas is gas … 
People are going to go to the cheapest place. You know. And everybody, not a 
signal person said that would influence them now, as far as getting gas.  
Speaker 1: Interesting.  
Speaker 2: Yeah. So you know, I'm not sure you can look at a whole picture and say that 
these things that happen with corporate social responsibility will affect the buying 
purchases across the board. I think it depends on the degree of what the campaign 
for each one is focused on. What the issues are. And what the product is.  
Speaker 1: That's all very interesting.  
Speaker 2: Yeah.  
Speaker 1: How would you say that factors such as kind of politics and millennial consumer 
power are influencing the corporate social responsibility strategies of companies? 
Or I guess, more so from the company side, how do you think that these different 
phenomena that are going on are influencing them as they attempt to develop 
these approaches? 
Speaker 2: I'd say they're kind of forcing their hand. They're making them adapt to this new 
environment. Like is said, where everybody has a camera, everybody has a 
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smartphone, and the fact that they do kind of changes that and the fact that 
millennials more than anybody are really using them for, again to find their voice. 
And I think that's forcing these companies to adapt and to focus their campaigns, 
the way they market their products.  
Speaker 1: Right.  
Speaker 2: And just how the smartphones have also changed their audiences. Companies like 
Amazon Prime and other ones that make it easier to get their products to the 
world change how these companies have to strategize too. A local company, in 
the old days, would have to just focus who's getting their ads in the newspapers, 
watching them on TV commercials. Now that everybody has pretty much Wi-Fi, 
the internet, that's one thing that changed it, because you're getting information 
online. Now that everybody has the internet and they have it in their hand, it made 
companies put more resources into apps, which is a huge thing. You have to have 
app now for a company.  
Speaker 1: Mm-hmm (affirmative).  
Speaker 2: How good does your app look? How good is your social media? All those things 
have kept companies on their toes, not just forced their hand but kept them on 
their toes with how they have to reassess, almost daily.  
Speaker 1: Right.  
Speaker 2: They're changing. You know almost everybody looks at reviews before you 
purchase anything now. Even I'm obsessed with it, even if it's just a phone 
charger.  
Speaker 1: Yeah.  
Speaker 2: Those things are scary. It only takes one really bad one.  
Speaker 1: That's true. It's really been interesting to see how changing technology has 
impacted that as well.  
Speaker 2: Crazy. It really is. It started, it used to be just movies. There were these two guys 
who would tell what movies to watch. Now Rotten Tomatoes puts it in the hands 
of everybody. And then, Rotten Tomatoes has even changed because when it 
started out it was just the critic views and now it's critics versus the audience. And 
the percentages are never even. So, as person making something that you got 
multiple people that are going to review it, what do you do? You can't please 
everybody.  
Speaker 1: That's a great point. Now my next few questions  have to do with this theme of 
balancing action. How do you think that companies make the decision between 
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measuring and balancing the potential risk and rewards of leveraging different 
partisan issues as a result of commenting on political topics? 
Speaker 2: Ugh, that's really tough one. And I have to say from my experience, since I work 
with professional athletes doing their PR and community relations management, 
it's one of those things that my overall policy to my clients has been it's better not 
to say anything.  
Speaker 1: Mm-hmm (affirmative).  
Speaker 2: Anytime your put yourself out there and respond to something like that, it's just 
gonna set you up to. So that being said, from my personal standpoint, how I 
operate my company, I still say it's better to not make a statement. Unless it 
directly relates to your family, your brand. It's hard to say the same for 
companies, but I would rather ... I don't know. It's kind of a damned if you do, 
damned if you don't thing.  
Speaker 1: Right.  
Speaker 2: Sometimes if a company does stand up and say something that relates to politics 
people are like 'shut up and sell cloths' or whatever. 'You're making our coffee, 
why do we even care what your opinion is'. And then the other side of it is that if 
they don't make a statement, and some of these companies that are so large, like 
Apple have so much influence, It's like people think they are responsible because 
they are such a huge part of the economy. They want to know what their opinion 
is and they want them to take a side. It's a no win situation. You know? 
Speaker 1: Right. 
Speaker 2: So companies that do stand up and take a side and try to lobby are taking a huge 
risk. It's either one that is admirable and somewhat heroic or very stupid and very 
risky.  
Speaker 1: Mm-hmm (affirmative).  
Speaker 2: So I'm always kind of gonna stay right down the middle on it.  
Speaker 1: Okay.  
Speaker 2: I just, nothing has happened yet to me that's pushed me over to one way or the 
other.  
Speaker 1: Right.  
Speaker 2: So, that kinda how I feel about it.  
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Speaker 1: So I guess you kind of answered this next question a little bit in what we were just 
talking about. But this kind of has to do with a couple of different schools of 
thought that I've seen about this issue. On one hand some people would say 
businesses should completely avoid commenting on politics because it's not really 
their place to influence customers political beliefs. But on the other hand, some 
people would argue that businesses have kind of a social obligation to comment 
as a form of doing good in their communities. And, so I know you've mention this 
a little bit but I’m curious whether you have an opinion and what that might be.  
Speaker 2: Yeah, I still kind of echo and I still feel the same way. 50/50 on it.  
Speaker 1: Mm-hmm (affirmative).  
Speaker 2: If it relates, like I said before, if it relates my clients, if it's something that 
personally relates to them or their family, or their brand, or their industry, I can 
see, I can better understand them feeling the need to say something and voice 
their opinions. And it's the same for companies.  
Speaker 1: Mm-hmm (affirmative) 
Speaker 2: Like say for instance, the biggest one that will always be is gas companies. A lot 
of times, depending on where the country is at war or having issues that relate to 
spending for war stuff is what influences the prices that these oil companies 
charge. And so, it's a tough thing because these companies don't come out and 
voice their opinion on it, which they're notorious for not doing, because it benefits 
them to not do it. 
Speaker 1: Right. 
Speaker 2: The product they have is so necessary that they can afford to do it. Which is why 
you don't see a lot of them voicing their opinions on wars because they're gonna 
get rich anyway. And people are going to have to buy their product. So again, I 
think it depends. I think for each company it depends on what their industry is… 
if their product is absolutely crucial, that people are gonna buy regardless. 
Speaker 1: Right. 
Speaker 2: Even coffee companies now like Starbucks, to me it's very risky for them to come 
out and make political statements because people are still gonna buy coffee, but 
they have so many other options now. Even with them being such an established 
brand it's risky for them to make huge political statements. Which, like the one 
that they recently did and it turned out well for them. They didn't lose anything. 
Speaker 1: Mm-hmm (affirmative) 
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Speaker 2: I think each time they do say something it’s a learning experience one way or 
another. And it's all about the ones who can afford to lose learning the most. And 
that can make the best out of it and change their policies that come through it. So 
again, I think it's very individual. Depends on their opinion. Depends on the 
company and the product ... 
Speaker 1: That makes a lot of sense. 
Speaker 1: Is there anything that you would like to add just regarding your understanding of 
political CSR statements or anything that maybe we hadn't talked about? Maybe 
about the application of them or just in general? 
Speaker 2: Yeah, you know, I think more than ever they're really important. I think every 
company should have a CSR statement. Just my personal opinion is they should 
be very concise, they should be very short and broad. And I agree with what these 
companies are doing as they're embracing whatever it is their statement is for you 
to share it with them. I think it's very important because if for some reason things 
go awry, they're offering you the chance to share it. 
Speaker 1: Mm-hmm (affirmative).  
Speaker 2: So they can either say, it was your choice to share this with us or it's your 
responsibility to share this with us.  
Speaker 1: Right. 
Speaker 2: It pretty much places the blame everywhere except for solely on them.  
Speaker 1: Mm-hmm (affirmative). 
Speaker 2: I think it's a shame you have to look at it more from a safety net as opposed to a 
admirable feel good they're doing this. But, they have to because they're still a 
business.  
Speaker 1: Absolutely. 
Speaker 2: But I do think it's crucial that they have one and they're forward thinking. 
Proactive and planning for the things that can negatively come from it. 
Speaker 1: Sure. Do you have any questions about the study or any of questions in this 
interviews? 
Speaker 2: Not really.  
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Interview 4 
 
Speaker 1: Wonderful. The first set of questions I have are pertaining to the issue of 
awareness regarding CSR and just that as a concept, and I would love to hear a 
little bit about how you get your news and how often you keep up with current 
events. 
Speaker 2: I keep up with current events every day, multiple times a day. Much of it is 
through social media. Much of it is from news feeds that I get, and then a fair 
amount of it in the evening is via television. 
Speaker 1: Okay. That's really great. As somebody who is an academic expert with industry 
experience, how would you describe our country's current political environment? 
Speaker 2: Current political environment is fragmented. Well, at least there is more 
outspoken partisanship than I've seen. The partisanship, I believe, has been there 
but is much more vocalized and strident today on both sides.  
Speaker 1: That's a great distinction. Would you say that our country's political environment 
is something that's important for corporate companies to be monitoring? 
Speaker 2: Yes, absolutely. I mean, companies are impacted by public policy. They're 
impacted by regulations of all sort. They're impacted by taxation to one degree or 
another. They're impacted potentially by trade restrictions or opportunities, so 
absolutely.  
Speaker 1: Okay, that's great. How important would you say that millennial customers are to 
these corporate companies? Of course, it probably varies depending on product or 
business, but based on the percentage just as a consumer base, if that makes sense. 
Speaker 2: Well, actually, you started to answer the question. It does depend. I mean, because 
obviously there are a lot of companies or corporations who largely sell to other 
companies and corporations, which are so-called B2B, business to business. Then 
even among companies that market products and services to end consumers who 
utilize them, they may be focused on the specific demographic area like senior 
citizens or what have you, where in that case millennials might not be so 
important. That all said, obviously, there are many big companies and not so big 
companies that market and sell products and have as a consumer base younger 
adults, millennials, or they're part of the mix of consumers to whom they market.  
Speaker 2: The other factor, especially if you're in that category, if you're, let's say, a 
consumer products company, a food company, some financial services companies 
and others, and you market to different consumer segments, including millennials, 
you have to understand obviously that millennials are in the process of making 
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what might turn out to be lifelong brand loyalty decisions. Also, they're becoming 
a larger and larger part of the workforce. I think the last of the millennials, it 
depends how you measure it, but some would say they're now pretty much 
graduated from college and into the workforce, or maybe they have one or two 
more years of college left, depending on where you do the cutoff.  
Speaker 2: By and large, most millennials today are in the workforce. I think the older of 
them are around 30-ish, I believe, and are maybe into their second or even their 
third jobs. They've been promoted once or twice, so they're earning more income. 
The progression of millennials is becoming more significant to marketers and 
corporations purely from a market opportunity point of view. There's a lot of 
them, and they're becoming more affluent.  
Speaker 2: This kind of stereotype of millennials as being recent college grads who are still 
living in their parents' basement playing video games, I think we've moved past 
that, by and large, but yeah, they're interesting trends because obviously 
millennials are probably more likely to be renters than homeowners. They might 
even still be living with their parents but working, so they still have disposable 
income. Bottom line, millennials are important to many marketers, especially 
marketers obviously who sell products that millennials consume.  
Speaker 1: That's a great response. I'm curious to hear a little bit about whether or not you're 
aware of any trends in the way that corporate social responsibility statements are 
being used by different companies? This can be maybe a way that they're being 
used that differs from how they've been used in the past or just anything that 
you're seeing in the industry right now that especially stands out. 
Speaker 2: Yeah. Well, and by the nature of this research you're doing, corporate social 
responsibility has been important for a long period of time, although historically 
there was some debate even whether companies should invest in corporate social 
responsibility. Because, was it Milton Friedman, the economist, used to say, "The 
business of business is business," and the main focus of companies should be to 
grow the value of their organization so their shareholders receive that value for 
their investment in the company.  
Speaker 2: I think, by and large, that understanding has evolved to an embrace of corporate 
social responsibility and that corporations are expected by their stakeholders to 
give back in some way to society and to communities that they serve, that they 
market to, and who have certain expectations of them, which gets you into the 
more traditional areas of corporate social responsibility like community relations, 
like philanthropy, like service to underserved communities both locally and 
abroad, supporting causes that they care about.  
Speaker 2: Traditionally, corporate social responsibility ideally has involved companies 
supporting causes or supporting nonprofits or supporting societal needs that 
they've had some association with either because their employees cared about it a 
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lot, because their products and services tied into it somehow, because in some 
cases their leadership was touched by certain things, maybe because they want the 
support of their community that they serve around their operations. The diversity 
of different kinds of corporate social responsibility has now been out there for a 
long time, but what clearly has emerged in the last couple of years coinciding 
with this more outspoken, strident partisanship we were talking about earlier is an 
element of corporate social responsibility being projected toward political 
concerns and/or social injustice concerns.  
Speaker 2: There's even some debate, frankly, over whether that represents corporate social 
responsibility or not, but whether you call it a part of CSR or you don't is clearly 
something that is emerging. Whether that's good or bad is another question, and 
that too depends on the nature of the organization and its employees and its 
products and services, its consumer base, its investors, and its leadership; also, its 
culture and its history. 
Speaker 1: Right. A lot of different factors that go into that. That's very insightful though. Do 
you think that factors such as the country's political environment and also the 
consumer power of the millennial generation do influence corporate social 
responsibility strategy of different corporate companies? 
Speaker 2: Some, clearly some, but it's on a case by case basis. Let's take Starbucks. 
Starbucks obviously markets its products to a diverse range of consumers, 
including millennials, and I think millennials in general are considered a very 
important audience, target audience, stakeholder group for Starbucks. So you 
have that, plus you have Starbucks management and employee base that has 
historically been concerned about various social issues, not just the issue of the 
day.  
Speaker 2: They have a history of being involved in their community. They have a history of 
supporting military veterans. They have a history of trying to support people and 
organizations that are less fortunate for one reason or another. Their CEO has 
historically been more outspoken, at least individually, on different political 
issues and relative to different political leaders. Starbucks has made a decision to 
be outspoken on social justice and political issues and I think sees that as an 
extension of their corporate social responsibility. 
Speaker 1: Okay. That's a great example. 
Speaker 2: That said, that approach and engagement might not be as appropriate for a 
competitor of theirs, say, Dunkin' Donuts. Now, Starbucks probably serves 
customers who lean left and lean right, but the company and its management and 
perhaps many of its employees probably are more left leaning. They're willing to 
be somewhat of a risk taker and support causes and issues and people who are 
aligned with their view, their worldview, and a fair percentage of their consumers' 
worldview, particularly millennials.  
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Speaker 2: Dunkin' Donuts, on the other hand, I don't have the data to back this up, but you 
probably could argue that their consumer base is more diverse from a political 
perspective and perhaps even more right leaning, if not right leaning overall, 
probably more right leaning than Starbucks' consumer base, especially among 
millennials. From a pure business perspective, Dunkin' Donuts would be taking a 
greater risk if they came out in support of partisan political or social issues 
relative to their employees, relative to their own management, relative to their 
consumers, and relative to their investors.  
Speaker 1: Right. That's fantastic. I'm curious, do you think that political CSR statements 
have the potential to actually influence customer purchasing behavior? 
Speaker 2: Some. Yeah, yeah. I think that's clearly evidenced, and it has been evidenced 
through, let's say, cause-related marketing. Toms Shoes, they have for a long time 
said that if you buy a pair of sneakers from us, we're going to give a pair of 
sneakers to an organization that provides them to people who can't afford to buy 
shoes. To some extent, I think especially among millennials but others too, it 
leads them to choose to buy shoes from Toms versus buying them from somebody 
else. That factors into a consumer's, and in this case, a millennial consumer's 
appreciation and support for Toms. They might even end up paying a little bit 
more money for those shoes but be perfectly okay with it because they feel good 
about doing that. 
Speaker 1: Okay. That's a great example. 
Speaker 2: By extension, there probably are a fair number of millennials who are left leaning 
who appreciate a company that supports their political perspective and their social 
perspective and would be inclined, therefore, to be supportive of that company as 
far as being a consumer of that company's products. Sure. 
Speaker 1: That makes a lot of sense. 
Speaker 2: But it's not true for everybody. If it's aligned with your viewpoint of the world and 
you're passionate about that, then you're more likely to support that company and 
its products beyond just being glad that they also support your political 
perspective. 
Speaker 1: Absolutely. That's great. I know we talked a little bit about the fact that the 
country's political environment and the consumer power of the millennial 
generation do influence corporate social responsibility strategy, but I'm curious if 
you have any thoughts as to how these factors go about influencing said strategy?  
Speaker 2: Well, the most recent example that's been publicized of late is both Dick's 
Sporting Goods and Walmart, which have in reaction to the Parkland shootings 
have changed their business strategy and practice as it relates to the sale of guns. 
Dick's has said that they're not going to sell certain semiautomatic rifles, I think, 
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that could be turned into more automatic rifles. They've also said they're not going 
to sell guns to anybody under the age of 21. Walmart has made some similar 
declarations as well. Certainly, their decisions that they've made relative to hot 
political/social issues, in this case guns or gun limitation as opposed to control, 
has affected their actual business strategy in one way or another. They've gone 
hand in hand.  
Speaker 2: Now, Walmart has a very diverse audience that it markets to. Probably, some 
would say Walmart's audience is more right leaning, more heartland America, 
maybe on average lower income than some other retailers. But they have a great 
diversity of products that they sell, so they're not so dependent on the gun 
category, and especially this segment of the gun category, for their overall 
revenue stream. Even with Dick's, a sporting goods provider, yeah, they have a 
core of hunting and shooting enthusiasts, but they too have a diverse line of 
products that they sell. 
Speaker 2: They may be taking a bit more of a business risk than Walmart, but interestingly, 
in the same scenario from what I gather, the company that owns Dick's also owns 
another company of retailer, Field & Stream. Field & Stream has a much higher 
percentage of its business that's dependent on the sale of guns, and they haven't 
taken this action even though they're part of the same corporate family. 
Speaker 1: Interesting. 
Speaker 2: Yeah, it is interesting. It is interesting. Clearly, companies have to think about 
their values, their mission, their beliefs and what they support as a management 
and also the employees, really important, the employees, and their consumers and 
their investors. They also have consider, what impact might this have pro or con 
on our business? The end of the day, they are there to generate profits for their 
investors. That's the reason companies exist.  
Speaker 1: Great. I know that we talked a little bit earlier about these businesses who may 
have customers who lean more left or right or whatever it may be, and we did talk 
a little bit about how when companies do choose to comment on these political 
issues, there is a chance that they are taking a risk of alienating a large segment of 
their customer base. At the same time, if this is a customer base that agrees with 
them on whichever issue, that could also be rewarding in the long term.  
Speaker 2: Could be. Now, the one factor though, generally speaking, it's better if a company 
has some kind of history of doing this as opposed to just suddenly coming out 
reacting, taking a stand, and having it be reflected not only in what they say but 
what they do, but then not continuing to do that. It'll be interesting to see with 
some companies who have become more outspoken of late whether that is going 
to be sustained or not. Because I think at the end of the day, one of the key 
elements of corporate social responsibility is continued commitment to it, not just 
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doing it in a short-term way that seems to be taking advantage of the situation in 
the moment, regardless of what your position is. 
Speaker 1: Right. That's great. This next question is a school of thought type question. On 
one hand, some people would say that businesses should just completely avoid 
commenting on politics because it's not maybe their place to influence customers' 
political beliefs, but others would argue that businesses have a social obligation to 
comment on politics as a form of doing good for the community. I'm curious what 
your opinion is and why? 
Speaker 2: Generally, I lean to the former than the latter because a business is not monolithic. 
The CEO may have a point of view and some managers and employees, but it's 
not necessarily universal. For a company to put a position out there starts to imply 
that everybody in the company supports that position, and I think that is a 
problem that's gone under-reported on and underappreciated, frankly speaking.  
Speaker 1: That's a great observation. 
Speaker 2: Yeah. That's just besides the business risks and all of that, but I do think it's 
appropriate and okay if the company has a history of doing that, as I was saying to 
you earlier, and it's in line with who they are, what their culture's all about. 
They've been doing it for a while, and they're committed to continue doing it. 
That's just a part of who they are.  
Speaker 2: CEOs can have their own points of view, and they could be outspoken about their 
own points of view, but when you start to project a corporate point of view, a 
corporation is not a person. I mean, yes, there are a collection of people who work 
for it and who invest in it and who purchase products from it, but to just put 
something out there and suggest even implicitly that it represents the view of 
everybody associated with that organization, I think, is problematic. 
Speaker 1: Okay, that's great. Is there anything that you would like to add regarding your 
understanding of political CSR statements and their application that we haven't 
covered? 
Speaker 2: Well, first of all, let me just say, I think it's fascinating to observe it happening. I 
think this is a really interesting time for people who are in public relations and are 
studying public relations to be paying attention to this to see how it plays out over 
time. I have seen some studies and surveys suggesting that among some audiences 
there is a greater and greater expectation that the companies that they purchase 
products from or companies in general will take such positions on different social 
and political issues, but whether that is sustained over a period of time or not I 
think is still a question mark. 
Speaker 2: Nevertheless, it will be interesting to see how this plays out, whether political 
activism, outspokenness on social justice-related issues becomes an embraced 
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form of corporate social responsibility or not, or whether it is something that is 
happening but stands on its own almost separate from corporate social 
responsibility. 
Speaker 1: Right. It's definitely something that has the potential to really, I think, impact the 
landscape of communications in that area, so it will be interesting to see what 
happens. 
Speaker 2: It does, it does. Then the question is, how much? Once you decide to get involved 
with that area, how much do you literally invest in it? Are there jobs created 
around corporate political activism, or is it just a statement here and there or a 
donation here and there or a certain strategic decision here or there, but is it really 
something that becomes institutionalized within companies or not? I don't know. 
We'll see, we'll see.  
Speaker 1: We shall see. 
Speaker 2: Yeah. 
Speaker 1: That's really great. Do you have any other questions about the study overall or any 
of the questions in this interview? 
Speaker 2: Not really. I was just thinking that CSR varies too. When I was at Sony, it was a 
huge global company, so you had, for example, a Sony Foundation in the USA. I 
was with the electronics part of the business at Sony Electronics, so we had a VP 
or director of community relations. He and a very small team, they handled the 
different community outreaches that Sony did, which tended to be focused on 
technology and education and, to the extent possible, within communities where 
we had operations. Then he was also on the foundation that was responsible for 
philanthropic giving, but then there was separately a whole environmental 
sustainability unit, which focused on that area.  
Speaker 2: Then globally from Japan there was a annual report that was done about CSR and 
sustainability, and there was some broad commitments made about doing what we 
could to avoid or contribute to avoiding climate change. But at the time I was 
there the company was not outspoken on political issues, although it would 
entertain politicians, but it always tried to balance that. If it had a Democrat make 
a presentation, it would also then have a Republican make a presentation or 
something like that. It tried to be balanced in that regard.  
Speaker 2: Then I went to a small internet startup, software company, digital marketing 
company, before coming here. We didn't have the people and the resources to that 
extent, but it was much more okay. We had a corporate social responsibility 
profile or guideline relative to what we cared about, what our values were, what 
we did also environmentally. In my role, I wrote that, and we published it. Then 
many of the activities, CSR-related activities that this company did, which is a 
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much smaller company, were more ground-up from the employee base, what they 
cared about.  
Speaker 2: We were in San Diego. What they cared about was protecting the beaches, 
protecting the marine life, for example, so those tended to be some of the things 
that we did, but still it wasn't so political. Now, even there, the employee base, it 
was more millennial, probably more left leaning for sure. There were political 
issues discussed, but it wasn't something that there was a corporate statement 
about. There was a lot of interest when the documentary about SeaWorld came 
out, because SeaWorld has one of their venues in San Diego, but we did not take a 
corporate political statement about it. Certainly, there was something of 
conversation among employees who cared.  
Speaker 2: Sony, on the other hand, generally didn't take many political statements at all. 
Especially being a global company, you have to think about global politics. We 
didn't even talk about that. This whole thing gets a lot more complicated for a 
global company and a global company that might not necessarily have its 
headquarters even in the United States. More and more large corporations, even if 
they're based in the US, their business, a high percentage might be done outside of 
the US, and you have to think about how might our corporate position not only 
impact millennials in the United States but impact people in China and Russia and 
Japan and Latin America where we also do business.  
Speaker 1: Okay. 
 
Interview 5 
Speaker 1: Okay, fantastic. So the first set of questions that I'm going to ask about pertain to 
the issue of awareness about this topic. I am curious if you could just tell me a 
little bit about how you get your news and how often you keep up with current 
events. 
Speaker 2: I usually get my news ... So I'm not a proactive news person. I usually get my 
news through others and then when I hear about it or whatever, then I'll go on and 
do some web searches and use mostly digital media to get news.  
Speaker 1: Sure. No, that makes a lot of sense. So as somebody who is a business 
professional, how would you describe the current political environment in our 
country? 
Speaker 2: I would say we have a divisive political environment right now. It's ... And, but 
it's not, I don't necessarily see that the divisions are driven by real issues more 
than they're driven by media. 
MARKETING	AN	IDEOLOGY	 	 									117	
Speaker 1: Sure. 
Speaker 2: And the division themselves make for good news stories. 
Speaker 1: Right. 
Speaker 2: And so I think media tries to perpetuate the divisiveness more than tries to do any 
real education, perform any real education service to the public. And so I think 
that that contributes to where we are now with our political environment. 
Speaker 1: That's a great point. And just out of curiosity, do you think that our country's 
political environment is something that is important for corporate companies to be 
monitoring? 
Speaker 2: Yes, yes. In particular because regulations impact the welfare of firms in any 
number of ways in terms of their recruiting strategies, in terms of the resources 
that they’re able to garner, natural, human, or otherwise, capital costs, and ability 
to raise funds, all of these things are driven by the political environment. 
Speaker 1: Sure. 
Speaker 2: And so it's important as a company to monitor that, yes. 
Speaker 1: That makes a lot of sense. And how important would you say that millennial 
customs are to corporate companies in general? Of course I'm sure it depends on 
the nature of the business, but just based on where they are in terms of age and in 
terms of the way that they represent the consumer base as a whole? 
Speaker 2: Yeah, so I think they're very important. Not only are they one of the larger 
populations, they're also young and between their 20s and 30s I'd say, if I'm 
getting that generation right. 
Speaker 1: Yeah. 
Speaker 2: And that's a time when people are usually earning money and able to work. So 
their spending power and they’re a populous group, so I think they're very 
important. 
Speaker 1: That's great. So the next couple of questions that I have, have to do with the 
influence of CSR. So I'm curious whether you are aware of any recent trends in 
the use of corporate social responsibility statements. 
Speaker 2: Corporate social responsibility statements. So that's like we're committed to the 
environment, or we're committed to equality, or whatever they're committed to, 
right? 
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Speaker 1: Yeah, absolutely. It can definitely be whatever, whichever definition you think 
fits. And I know a lot of companies have different ways of doing that, but just 
anything that you may have potentially noticed about either how it's being used 
currently that may have differed from how it's been used in the past or just any 
descriptive characteristics about maybe examples that you may know of just in the 
industry today. So really, whichever direction. 
Speaker 2: Well you know, I think the issue of privacy is an interesting one from a corporate 
social responsibility. There's the things that attract a little bit more attention like 
gender equality and things like that, but I think one of the real issues that's facing 
us today is privacy. 
Speaker 1: Sure. 
Speaker 2: And data use and ownership. And I think that that's one of the areas where I think 
you've seen companies like Apple take a pretty hard stand there and say no we're 
not going to provide, even though when there was a terrorist shootings in 
California, I think the terrorists had iPhones and I think there was a pretty 
substantial stand off there between Apple and the federal government around 
getting the message to access the phones. 
Speaker 1: Sure. That's a great example. 
Speaker 2: Yeah, and I don't know exactly where that netted out, but it was one of those 
things where I think Apple had to articulate a very principled approach in order to 
communicate their commitment to consumer privacy. 
Speaker 1: Sure. 
Speaker 2: And while at the same time serving the greater good at least of the US, and 
understanding what, and helping them capture the perpetrators of the terror. 
Speaker 1: Right. 
Speaker 2: And I don't know exactly where that netted out, but that might be a good case to 
look into and see if there was something there. 
Speaker 1: That's a great suggestion. So in your opinion, would you say that factors such as 
the country's current political environment and the consumer power of millennials 
are factors that influence the corporate social responsibility strategy of corporate 
companies? 
Speaker 2: Oh, yes. Absolutely. You can easily see if the company is taking positions that 
they know won't be attractive to their consumers. 
Speaker 1: Right. 
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Speaker 2: And I think the big one now that, as I mentioned a moment ago, is gender 
equality. And everybody from Coke to the NCAA is touting gender equality as 
one of those. And not only gender equality, but actually in many they seem to be 
promoting homosexuals. So I think that scene is cool, because I think in this day 
and age tolerance is cool. And I think that that's one of the things that the more 
tolerant a brand can be of peoples preferences, diversity, whatever, diversity of 
beliefs, and to the extent of endorsing minority beliefs over majority beliefs in 
their advertising, I think that they see that as a positive thing for their brand. 
Speaker 1: Sure. That's a great example. I think that's something that's definitely been pretty 
prominent recently. 
Speaker 2: Yeah. 
Speaker 1: So do you think political corporate social responsibility statements have the 
potential to actually influence customer purchasing behavior? 
Speaker 2: They have to be a part of the brand message for sure. And then if the brand 
message is appealing, then yes. 
Speaker 1: Okay. 
Speaker 2: But I think it has to be actually woven into the brand messaging as opposed to just 
a responsibility statement that's on the website. 
Speaker 1: Right that makes a lot of sense. 
Speaker 1: So I know that we talked a little bit about how factors like the current political 
environment and millennial consumer power do influence the CSR strategy of 
different companies, but I'm curious if you have any thoughts as to exactly how 
so? So kind of in what ways specifically would you say that these factors are 
things that influence strategy and how these different factors are affecting the 
ways that companies are choosing to promote themselves? 
Speaker 2: So the question is exactly how is corporate social responsibility statements 
impacting consumer behavior? 
Speaker 1: Sort of. So I think that would definitely pertain to this, but also just kind of, and 
this may be sort of similar to what we were talking about earlier, but from the 
perspective of how these organizations are looking at the political environment 
and they're looking at millennials as a customer base, and their observing 
whatever trends or whatever behavior that they see from these groups and these 
different events and how they are looking at these things and taking them and 
incorporating them in their own strategy. If that makes sense. 
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Speaker 2: Yeah, so how they're looking at these things and how they're coming about the, 
how they're making, how they're forming the corporate social responsibility 
message?  
Speaker 1: Yeah. 
Speaker 2: So I think what they're, obviously they're looking at consumers and looking at the 
demographic of their consumer base, and if millennials were not in their 
consumer base, they would not pursue a corporate social responsibility statement 
that would be attractive to millennials. 
Speaker 1: Right. 
Speaker 2: Alright. So the only reason I would put forward that the only reason a company or 
brand would create a corporate social responsibility statement that's attractive to 
millennials is that they have millennials as consumers. 
Speaker 1: Okay. That makes a lot of sense. 
Speaker 2: I mean, there might be some products or some services that are specifically tied to 
an issue. 
Speaker 1: Mm-hmm (affirmative). 
Speaker 2: Like, I'm trying to think about, like an education product. 
Speaker 1: Right. 
Speaker 2: Right. Say. And there could be, there probably are those products that are in the 
space that is then deemed to be cool.  
Speaker 1: Right. 
Speaker 2: And it's just that they're in the confluence, they're in the perfect confluence, they 
can exploit that. But I would say most of the time people are seeking to attach 
themselves to an issue as opposed to just organically being at the center of the 
issue. 
Speaker 1: Sure. So I know you talked a little bit about kind of how these companies are 
looking demographically at their customers and shaping their CSR efforts based 
on whether or not they are actually catering to the millennial population. And 
would you say that's something from a data analytics perspective that they look at 
more analytically or do you think it's more organic or just, I guess I'm curious, 
just based on the work that you do with numbers and these research based 
insights, how that plays into determining, which issues that they might be more 
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likely or less likely to comment on based on their target audience that they're 
trying to reach. 
Speaker 2: Yeah, well I would say that they're most definitely looking at some basic census 
data and how they're, on their consumer base. So the process I think, if you're 
developing messaging like this, would be to do a study of where you understood 
the messages that resonate with certain groups survey. And you might have them 
rate on closed end statements or you might go and do some focus groups first. 
Speaker 1: Okay. 
Speaker 2: But at the same time you're collecting their affinity for certain political positions, 
you would also be understanding their demographic information, their age, their 
gender, their geography, where they're located, and potentially their media habits. 
Speaker 1: Right. 
Speaker 2: Right. And then there's some data sources such as census data, there's the data 
base called MRI, media research inc. or something like that. 
Speaker 1: Yeah. 
Speaker 2: Double base study where they survey a bunch of media habits. 
Speaker 1: Okay. 
Speaker 2: And then you could merge all the data to project the ways that consumers media 
habits tie to their opinions. 
Speaker 1: Okay. That's really interesting, yeah. 
Speaker 2: And then you could start to think about so based on their media habits and their 
opinions, what kind of social issues might they be interested in. 
Speaker 1: Okay. 
Speaker 2: You could look at maybe tying into some of those social issues that are discussed 
as content on the shows themselves. So all of these things probably tie into the 
choice of a particular position. 
Speaker 1: Sure. That's a really great perspective. So I have a few more questions that have to 
do with this kind of balancing act that I think you may have mentioned a little bit 
earlier, but just how different companies go about measuring and balancing these 
potential risks and rewards associated with actually leveraging these partisan 
issues through their corporate communications. Because of course, if it is an 
appealing message, that may encourage people to be more loyal to their brand, but 
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if it's not an appealing message, that's certainly a big risk as well because you may 
alienate part of your customer segment. 
Speaker 2: Yeah. Yeah, for sure. So the first probably the larger brands in particular probably 
err on the side of being less, what am I trying to say, being more risk adverse. 
Speaker 1: Okay. 
Speaker 2: And taking on less risk. 
Speaker 1: Sure. 
Speaker 2: Which means that at the end of the day, if they develop some messaging or a 
position statement on a political issue, they're going to want to make sure that 
they get out to do some focus groups or some kind of a targeted studies with their 
consumers. 
Speaker 1: Right. 
Speaker 2: To understand whether they will be received well or not. 
Speaker 1: Sure. That's great. So this next question is more of a school of thought type 
question. And I've heard some people say that businesses should completely avoid 
commenting on politics because it's not really their place to influence customer's 
political beliefs, but I've also heard people say that businesses have a social 
obligation to comment on politics as a form of doing good for their community. 
And I'm curious what your opinion is and why. 
Speaker 2: I think it's all about intent. I think there may be. So I know that recently Dicks 
Sporting Goods came out with a statement on guns. 
Speaker 1: Right. 
Speaker 2: And they also made some moves to curtail who can sell guns and maybe when 
they sell guns, I'm not really sure all the moves that they made. But I think 
something like that, they're, that probably the leadership of their organization felt 
compelled, given that they know that they sell guns. To do something to address 
their part. 
Speaker 1: Right. 
Speaker 2: And to get ahead of it. 
Speaker 1: Okay. That's a great example as well. 
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Speaker 2: Yeah. But then there are some, there are other instances where companies maybe 
are exploiting the political environment. And that in particular, might happen 
around election time. 
Speaker 1: Right. 
Speaker 2: So I remember when I worked for Bank of America, and at that time there were 
votes to bring down the Glass-Steagall Act, which separated commercial and 
investment banking at the time. 
Speaker 1: Okay. 
Speaker 2: We actually got, at that time, the faxes to all the local branch offices from the 
leadership of the company, telling us how important it was for us to vote for the 
conservative candidate, which would abolish the Glass-Steagall Act. 
Speaker 1: Interesting. 
Speaker 2: And in that case, not as much, in that case it was clear that that was purely selfish. 
They had a lot to gain from that. So I don't know that that's a position that is 
necessarily motivated by altruism. 
Speaker 1: Right. 
Speaker 2: Just couple of different examples that where I think the intent matters. 
Speaker 1: No, those are both great examples. I think that's absolutely an important 
distinction to make with these cases. So other than that, is there anything else that 
you would like to add regarding your understanding of political CSR statements 
or their application that we didn't cover that you wanted to add. 
Speaker 2: No, I don't think so. I think it's an interesting topic because I think there's a lot of 
good that companies could do, but I don't think that they actually do it enough. 
Speaker 1: Right. 
Speaker 2: And I think it gets to this place of being conservative and not wanting to alienate 
any part of your consumer groups. So what happens is that there's a whole diverse 
array of issues that companies could come out on, but they only come out on 
those issues that kind of have a coolness factor. 
Speaker 1: Right. 
Speaker 2: You know?  
Speaker 1: Right. 
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Speaker 2: Yeah. 
Speaker 1: That's a great point. Do you have any other questions about just the study overall 
or any other questions in this interview. 
Speaker 2: I don't. I think I can understand why you were asking them and what not. So I 
wish you the best. 
Speaker 1: Wonderful. Well thank you so much.  
 
Interview 6 
Speaker 1: So, the first couple of questions that I have, have to do with awareness about this 
topic. I would love to know how you get your news, and how often you keep up 
with current events.  
Speaker 2: I get my news from every media source. I'm very aware of news. From online to 
on television, well I don't use print, but I use digital print. And then all social 
communication. 
Speaker 1: Wonderful. 
Speaker 2: I'm pretty up to date. 
Speaker 1: Great. No that's great to hear. So as somebody who is a business professional, 
how would you describe the current political environment in our country? 
Speaker 2: I think it's fractured and it's polarizing. And it's probably more polarized than I've 
ever seen it. But if you look back in history there have been other times when 
there was fire, not necessarily in the last century, but it's always been somewhere. 
So it's not that unusual, or it's easier to see and touch because of the ease in 
communication today versus in generations past. 
Speaker 1: Great that's very helpful. Would you say that our country's political environment 
is something that is important for corporate companies to monitor? 
Speaker 2: To monitor? 
Speaker 1: Yes. 
Speaker 2: Yes. But when I say that, there's two or three different ways that it's important to 
monitor. One is obviously government policy impacts all corporations, either 
through regulations or through the economy, or through violations or international 
relations. But that's really important. 
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Speaker 1: Okay. 
Speaker 2: It can be impactful to brand. However, it depends on what the brand strategy is. 
Whenever I talk about brands, I separate them very dramatically from the 
corporate communication strategy. 
Speaker 1: Okay. Great that's very helpful as well. And how important would you say 
millennial customers are to companies? Of course, I know it probably depends on 
the certain type of company and what their business model is, but just based on 
this group of people as a customer base, based on age and demographics and 
factors like that. 
Speaker 2: I'll be extremely frank, I never consider age as a segment. I use it as first 
indicator, so I think there's information about millennials that I would never 
market to millennials. I would market to a demographic or a specific target. That 
can cause multiple segments. I think people generalize millennials way too often, 
the same way they generalize baby boomers, and assume that a group has a 
similar political band or similar purchasing pattern or purchase dynamic, and 
that's just too general. Especially in today's environment where we have more data 
and stronger abilities to segment. 
Speaker 1: Absolutely, that's a great point. So I'm curious, just in terms of the world of 
corporate social responsibility, are you aware of any recent trends in the ways in 
which this particular strategy is being used currently in the industry? 
Speaker 2: Well it all varies on how you define corporate social responsibility. So my role 
was as the lead marking officer at [inaudible 00:03:46] and we have a very strong 
sustainability platform. And there's very good reason for that because our 
products, a third of our portfolio actually two thirds of our portfolio were 
designed to be energy efficient, so therefore it was an important part of our 
market strategy and our communication strategy because what we did. 
Speaker 1: Right. 
Speaker 2: So a winner always has to think about social responsibility mission and values in 
multiple different ways, and always remember from a corporate standpoint and 
from a business standpoint, to cater to different share holders. So understanding 
what your strategy and why you utilize different tools like social responsibility 
statements. What they're trying to do with whom, an investor for example is going 
to have a much different perspective than an employee is gonna have a much 
different perspective than a customer, and the two will have a much different 
perspective than a consumer. 
Speaker 1: Absolutely. I'm curious, I know you mentioned how it really does depend on how 
exactly one defines the concept of corporate social responsibility. But if there's 
anything that sticks out to you just in terms of trends, maybe trends that relate to 
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the ways that corporate social responsibility maybe is being used today that 
perhaps differ from how it was used in the past. 
Speaker 2: Let me think about words for talking and I'll come up with some ideas as we chat. 
Speaker 1: Sure that's fantastic. So moving on to the next question, do you think that factors 
such as the country's political environment, and the consumer palate of the 
millennial generation do actually influence corporate social responsibility for 
corporate companies?  
Speaker 2: So if you're- it can yes. 
Speaker 1: Okay. 
Speaker 2: But I would also say that millennials, yes, baby boomers, Gen X, all of them do in 
different ways. And you have to realize from a corporate standpoint it really 
depends on, for example from a product strategy standpoint, what you're trying to 
do. Having a political, for example, statement as a brand is an incredibly 
polarizing and difficult thing, that probably is not a primary reason to believe for 
the benefit of the product. 
Speaker 1: Right. 
Speaker 2: And of the brand. And for example you talk about millennials, we talked about 
talking to millennials, people tend to forget from a background perspective 21% 
of millennials voted for Trump. So there's a pretty polarizing aspect when you try 
and define millennial, you can't define them as one group. You just can't do it. 
Speaker 1:  That's a great point. I'm also curious whether or not that political corporate social 
responsibility statements actually have a potential to influence consumer 
purchasing behavior. 
Speaker 2: Positively and negatively. 
Speaker 1: Okay.  
Speaker 2: So when a corporation or a brand makes a political statement, for example City 
Core announced that they were doing certain things around customers and guns, 
and I'm sure you saw that. And as a person, an individual, I support that 
incredibly. Other groups have done similar things, whether it's Dick's or Walmart, 
or other groups like that. I will tell you that City Core did a huge amount of 
research before they did that. They understood who their customer base was, they 
understood how much business was potential to be lost and how much potential 
could be gained. And they also understood the trend, then they said based on 
those values, this is something we want to do. In an environment where you have 
incredible amounts of data, and you can get data and understand your consumer 
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base and target really, really well, it helps influence the things you wanna make. I 
will also say, however, that political... there's certain brands and certain 
corporations where social responsibilities are part of their ingrained customer 
value proposition. You think about a really simple one that's been around forever, 
Ben and Jerry's. And it's won a very social statement, a very strong political 
statement, and it's ingrained with their positioning. So that works really, really 
well. 
Speaker 2: If you think about a company like British Petroleum, who made incredible 
investments, before the disaster a few years ago, around being green and being 
environmental sustainable. And then, they're an oil company right? 
Speaker 1: Right. 
Speaker 2: So marketing for Shell, we learned through our research how it basically wasn't a 
credible statement to many consumers around the world and they found that 
challenging. The message I'm always trying to make is that you really have to 
understand, if you make a type of social responsibility statement as one of your 
reasons to believe for your product, or your business or your brand, you have to 
make sure it's relevant to your consumer. And it's credible. And not all cases will 
it be. In many cases it won't be. 
Speaker 1: Okay. That's really excellent. That's a great example. I know that you did talk a 
little bit about how when a company does come out and comment about politics, 
it has the potential to be quite polarizing. And I'm curious whether or not you 
have any thoughts as to how exactly these companies do measure the balance, or 
the potential of the risks and rewards, that leveraging different partisan issues 
through their corporate communications can yield.  
Speaker 2: I want to make sure I differentiate between corporate communications and brand 
communications before we get started. 
Speaker 1: Okay. 
Speaker 2: But in all cases, I'm sure you've been exposed to the very specific research that 
can be done to test, and you do it on position statements and doing around 
different other things to test what reaction a consumer, or customer, or a group 
would have to various aspects of your positioning. 
Speaker 1: Okay. 
Speaker 2: So you can get really good leading indicators as well as supplements as to why 
your policy didn't work, and so forth. It's really easy to understand that. And you 
can also determine if they're relevant to your brand and if they're relevant to the 
purchase dynamic that could take place around it. SO bad, bad example but if 
Coca-Cola said we're the brand of Donald Trump, they would be able to measure 
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very easily what affinity that would have to draw from other brands. What they 
could measure is if Donald Trump had an affair, think Nike and Tiger Woods, 
what impact that would have on their brand. 
Speaker 1: Okay. 
Speaker 2: So you have to be, what you're trying to do is you're managing both your 
corporate brand and then your consumer basing, your customer basing brand, is 
you can scientifically determine what impact any of that will have. And so, a lot 
of great companies have very strong consumer marketing insight groups that have 
very sophisticated techniques. Understand, if a person will buy more X or have a 
stronger affinity to brand Y if we say that we're green, for example. That we don't 
like guns or we love Donald Trump, or whatever else. So part of the job of a 
corporate leader, in any situation, is to understand which are the most important 
parts of your proposition. So for example I said with  British Petroleum 
sustainability was a natural fit, because it was pointing to something that was 
good for all of our stakeholders. Meaning that all of our stakeholders, it was a 
positive thing for all of them to be talking about. How they were helping save 
energy, helping the environment, and all those different things. It was positive for 
our investors because our business grew larger through sales and profits, and by 
the way, through our sustainability issues we lowered costs. 
Speaker 2:  And for our brand, it reinforced to consumers and to contractors that they should 
[use more of our products], for example. 
Speaker 1: Okay. 
Speaker 2: So it worked out really, really well in a logical way. If we had done it differently, 
and we had said something about gun control, for example, there's no real role 
that's to our brand or proposition. And we really couldn't have connected to 
anything, so you really would've been making an individual political statement. 
That would've been polarizing without really giving a positive aura to the brand in 
different ways. So that would be something you kinda walk away from, or you 
say why would I do that? And how would I do that? Make it where it would be 
somewhat practical to millennials or baby boomers or whoever. 
Speaker 1: Sure that's a really excellent explanation. I think it's definitely important to make 
that distinction. My next question is kind of a "school of thought" type question. 
So some people would say that business should completely avoid commenting on 
politics because it's maybe not their place to influence customers' political beliefs. 
But other people would argue that businesses have a social obligation to comment 
on politics as a form of doing good for the community. And I would love to hear 
what your opinion is and why. 
Speaker 2: Well I believe that, well from a business standpoint, our mission is to enrich our 
stockholders. 
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Speaker 1: Sure. 
Speaker 2: And so we talked about, I did mention our various stakeholders from share 
holders and consumers to our employees to frankly most importantly to our share 
holders because they're the owners of the company. So I wouldn't argue that we 
have a responsibility to talk politically at all, unless it was meaningful in a way to 
allow us to build our business. 
Speaker 1: Okay that makes a lot of sense. 
Speaker 2: So you have to be really careful. Because politics and social commentary can be 
so much more polarizing than any other communication that you have, it's 
probably the most dangerous, besides illegal activity, probably the most 
dangerous thing that could negatively impact your brand. And so you have to be 
really careful. And now there are other reasons you may wanna do that, but I 
wouldn't say there's ever a broad sweep where you would say one or the other. So 
I don't feel it's the responsibility of a company to make a political statement. 
Speaker 1: Sure, no that makes a lot of sense as well. So is there anything else you would like 
to add just regarding your understanding of political CSR or any questions you 
might have about this interview? 
Speaker 2: No. Will you share your thesis when you finish? 
Speaker 1: I would be happy to, absolutely. 
Speaker 2: I'd love to read it. 
Speaker 1: Well thank you. Thank you so much. 
Interview 7 
Speaker 1: So the first group of questions I'm going to ask pertain to awareness about CSR 
and related issues, so I would love to hear a little bit about how you get your news 
and how often you keep up with current events?  
Speaker 2: What was the first part of that? How I get my news?  
Speaker 1: Yes.  
Speaker 2: So I think it's my obligation to stay up to date on a daily basis, since this is my 
world. But I guess, I get my news from many different channels, online to 
traditional television to friends to word of mouth and within all my social media 
as well. But that, of course, tends to follow YouTube and other digital sources.  
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Speaker 1: Sure that's great. So as someone who is an academic expert with industry 
experience, how would you describe the current political environment in our 
country?  
Speaker 2: So it's certainly contentious. We live in a very partisan society in the United 
States. I think that's from a few different things. One being we have a very limited 
amount of political options as compared to many other democracies in the world 
and we're much larger than many other democracies in the world. So being a large 
country with just two options, it already kind of tends to put most people in an 
either or type situation. And then with the... Just the way our democracy works as 
far as primary processes in most states, you know, you tend to either be on a blue 
team, a red team, or completely not interested in either team, just because neither 
party really represents the vast majority of people, just in that we only have two 
parties that requires platforms that are large in some ways but small in other ways 
and when you have 300 million plus people, it's easier to, I guess, be a little bit 
more divisive than, you know, countries like Sweden, Finland, etc. they might 
have four times as many parties as we do with 10 million people. 
Speaker 1: Sure. 
Speaker 2: So it's harder to have inclusive tests. Then when you throw in systems like the 
current presidential administration and different administrations around the 
country, even at the local level, yeah, it is... I want to say... I want to say it's 
unprecedented. We have contentious partisan history in this country, but it's 
certainly a tense situation. 
Speaker 1: Absolutely. That's a great description. So would you say that our country's 
political environment is something that's important for corporate companies to 
monitor?  
Speaker 2: Yes. Because even companies that don't think of themselves as political can be 
made political or be sucked into politics at any time.  
Speaker 1: No, that makes a lot of sense. And how important would you say that millennial 
customers are to companies? Not necessarily in terms of what specifically they're 
trying to market, just in terms of millennials as a consumer base, based on age and 
demographics and factors like these.  
Speaker 2: Well, so just the demographic itself is now the largest in the country. So it already 
has, from a volume perspective, the most amount of people. So potential 
consumers or consumers that could certainly create activism against your 
company too even if they're not necessarily a purchaser. Just meaning a company 
like Buick, they appeal to most people far beyond the millennial demographic, but 
if that policy set off the millennials, even though they're not consumers, they 
could, of course, cause Buick a lot of problems.  
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Speaker 2: But yeah, so the size is important, but also most millennials are between 20 to 35 
or so. From a purchasing perspective, that's a sweet spot of a demographic that's 
spending almost every dollar earned, unfortunately, on goods or on necessities. 
Speaker 1: Right. 
Speaker 2: So it's in the traditional sweet spot of consumer spending. So they have a lot of 
influence and in some ways, just as much, if not more, than any other 
demographic. 
Speaker 1: Great. That's wonderful. So, I'm curious whether you are aware of any recent 
trends in the ways that corporate social responsibility statements are being used 
strategically. 
Speaker 2: Well, I think most companies... I think they're actually further behind than we still 
portray, but I think most companies, whether it is CSR, whether it is customer 
relations, whether it's just branding overall, whether it's generic consumer ad/pr 
campaign, I think most companies have adapted to the reality that... I think 
especially with social media even more than demographic changes, the reality out 
there is always changing and it always has and I think, based on how accessible 
every piece of information is, something simple or something that maybe didn't 
even we didn’t even accept before as far as a CSR-type statement is now an 
important part of a bigger pie. So I think the integration of CSR-related statements 
is certainly now, I would say, more of the norm than five or ten years ago.  
Speaker 2: Sorry for the background noise. 
Speaker 1: Oh, no worries.  
Speaker 2: I'm in Chicago, so they're louder with their cars. 
Speaker 1: Haha. Do you think that factors including the country's political environment and 
also the consumer power of the millennial generation influence the corporate 
social responsibility strategy of corporate companies?  
Speaker 2: Yeah, of course. So CSRs as a big concept is you have to be socially responsible 
to your public. And as publics adapt and change and grow, which all of those 
things millennials do or have that impact, then that should inherently shape what 
our CSR means, what are good CSR policies, etc. 
Speaker 1: Right. No, that makes a lot of sense. And do you think that politically motivated 
corporate social responsibility statements have the potential to actually influence 
customer purchasing behavior? 
Speaker 2: Yeah. I don't know if the tool itself does because the instrument can be rather 
blunt and is often, kind of the CSR state is often, I would argue, pretty boilerplate. 
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I think you can take any CSR statement from Exxon all the way down to 
Patagonia and they could actually probably sound pretty similar. But of course, 
Exxon and Patagonia are wildly different companies. 
Speaker 1: Right.  
Speaker 2: So I think the change in language in itself is more in principle in a lot of CSR 
statements, but I think it's more in company culture or company more broadly 
beyond the statement can certainly have an impact. You know, the TOMS, the 
Patagonias of the world certainly thrive off of at least a perception that they have 
a certain kind of cultural realm to them, a certain kind of place in society that's 
consistent with CSR. 
Speaker 1: Okay. No, that's really helpful. So I'm looking at other questions. What kinds of 
issues do you think that companies do actually consider when they are developing 
their marketing strategy as it pertains to CSR?  
Speaker 2: Well, I think the most important thing that they always think about is who are 
their existing audiences, publics, targets, consumers, and what's important to 
them. So if this a company like Life Lock, which is kind of a mainstay of Fox 
News and Rush Limbaugh-type talk radio, their CSR is, of course, going to look 
very different because they're mostly appealing to 70-year-old, mostly white, 
conservative men. So you know, the one concept of them getting a lot of 
pushback maybe by more progressive millennials, well, a company like that is 
some ways, I think, is a little bit insulated, just because their target market is so 
different from a broader population. 
Speaker 1: Right. 
Speaker 2: And a lot of companies can do that because again a lot of companies they may 
only go to one or two million Americans. That's less than one percent, right. They 
don't necessarily need to be, I don't know if in touch is the right phrase. You don't 
necessarily have to be consistent with majority of people or a large group like 
millennials. That said, I think the notion of who your own consumers are is maybe 
only half to three-quarters of the equation because again you have to consider 
even if say millennials aren't your target demographic, if they're close enough 
where a bad corporate policy could cause you major national attention, major 
social media blowback, etc., if you fear that that kind of press or that kind of 
response could ultimately harm your reputation, I think there's the argument that it 
bleeds into your customer base, even if your customer base wasn't the one that 
was originally concerns with that policy. Does that make sense? 
Speaker 1: Sure. No, it does. No, that's really helpful. So I'm curious how you, what you 
think about the ways in which companies measure the potentials risks and rewards 
of leveraging partisan issues in their corporate communications because I know 
you talked a little bit about how it's really important to determine the audience 
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and those different things, but it definitely can be a strategy to elicit customers or 
a risk that could potentially alienate large portions of them. So I'm curious how 
you think they go about doing this.  
Speaker 2: There are dozens of dozens of metrics that we could break down on a micro level, 
but I think they come down to two big buckets. Branding and reputation and 
they're related. Branding is more of a traditional marketing, advertising side of the 
house. Reputation is a little bit more on PR side of the house.  
Speaker 1: Sure. 
Speaker 2: But there are a lot of ways within those two buckets. We will keep track... 
Companies will keep track of how their reputation is changing over time, how 
perceptions change over time. The second being a lot of primary research over 
time. You know we've got these huge panels that will track companies and 
perceptions and brands over time. But then also all of our secondary data as far as 
social media conversations and chatter all come into that as well. So it's one big 
bucket, but I think the easiest way that they look at it is, "Okay, how is our brand, 
how is our perception, how is our reputation changing or not changing?" In 
regards to changing the dynamic of a company as well as if we do have a new 
CSR rationale or if we just promote our CSR rationale in a different way or more. 
What kind of effects do they have over time? 
Speaker 1: Okay. 
Speaker 2: And they really try to boil it down into those two big buckets. 
Speaker 1: No, that's a great way of describing that. So my next question is kind of a school 
of though type question. And the situation that I will pose to you is that some 
people would say that businesses should completely avoid commenting on politics 
because it's not maybe their place to influence customer's political beliefs, but 
others would argue that businesses have a social obligation to comment on 
politics as a form of doing good for the community. So I am curious what your 
opinion is and why. 
Speaker 2: Well, that's a good question. Well, so I really do ... I mean, if I had 20 companies 
in the room, there's a big shade of gray and that's the answer because I do think it 
fundamentally varies depending on the company. But I think it comes down to 
who are you as a company? If your company has a certain kind of culture and that 
culture is directly tied or uniquely tied to politics a little bit more explicitly, then 
that's probably who you are. And if that's who you are, then that's who you should 
be.  
Speaker 2: If you're selling... you know, if you're selling... It's hard to find something that's 
not, that doesn't have some sort of social responsible aspect to it because even 
something, I would say, like napkins or toilet paper, well, they might be 
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inoculated from politics if we're talking about politics from Donald Trump or a 
governor's election or something like that, but of course, they're not immune to 
politics in the sense of environmental politics and recycling and human rights 
within their own factory. 
Speaker 2: So I think that answer was a little bit of a roundabout way of saying everybody 
has CSR implications. They can just vary greatly by the type of organization that 
they are.  And I think a lot of times companies will say, "we're not political," and I 
think it's important to differentiate in the CSR space what is politics. It's almost 
semantics in some way. There are clearly issues that are more politically related to 
whatever it is that are the politics of the day as far as direct action, but CSR is, of 
course, way more than that. 
Speaker 1: Right. 
Speaker 2: CSR is about one's place in society, one's place in community. So, you know, are 
recyclable napkins political? Well, if you force me to say yes or no, I would say 
it's less political, but it's certainly within the CSR space.  
Speaker 1: Right. 
Speaker 2: And I guess the overall summary there is I think it's important to tell any company 
that are CSR realities to them, it's important to figure out what those realities are 
and how impactful they are, how ingrained in society they are. 
Speaker 1: Sure. No, that's a great answer. So, is there anything else that you would like to 
add regarding your understanding of political CSR statements and their 
application? 
Speaker 2: No. I would just want to clarify that last frame as far as I know a lot of your study 
has talked about within political time, but again there's a great range there. 
Because there's certainly a lot of political issues that could be directly related to 
immigration that I think would be... You know, we can see how that's directly 
related to something but even within immigration, there are more ballot box 
related issues and there are less ballot box. There are things that are more explicit, 
less explicit. 
Speaker 1: Sure.  
Speaker 2: But then again, when we zoom out, we normally only cover so many political 
issues at a given time.  But again, a lot of our CSR concepts are where do you fit 
at within the community? What's your corporate culture? What's your corporate 
culture as far as being a place that doesn't let their employees work more than 40 
hours a week so that they can spend more time in the community and with their 
family? Well, there's something that's not really political issues, but of course, 
they're societal issues. 
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Speaker 2: And I just want to make that clear as far as attaching it to politics directly can be 
problematic just because in some ways, everything is political, but in other ways, 
I think it kind of pigeonholes a certain kind of CSR when the broader reality is 
unfortunately much more complicated.  
Speaker 1: Sure. 
Speaker 2: That's why it's good to kind of put it in that context. 
Speaker 1: Absolutely. Thank you for clarifying. I think you're absolutely right. There are 
certainly a lot of different nuances and it's important to differentiate. 
Speaker 2: Yeah and I don't mean that as a criticism or anything like that, but I think that's 
something important for you to kind of be able to clarify, especially as you're 
writing up your reports and also hopefully working in a space over the next few 
years. 
Speaker 1: Absolutely. Do you have any other questions about this study or any of the 
questions in this interview? 
Speaker 2: No, I am good.  
 
Interview 8 
Speaker 1: Wonderful. The first few questions have to do with awareness of this issue 
and CSR in general, so I would love to hear a little bit about how you get 
your news and you keep up with current events. 
Speaker 2: I get my news from every source that I can find. 
Speaker 1: Okay.  
Speaker 2: I start my day basically scanning all of the major broadcast news outlets. 
Cable news from MSNBC, CNN, FOX News, to just regular network 
news. ABC, CBS, NBC. I still subscribe to the print edition of my daily 
newspaper, If you can believe that. And then, of course I have news feeds 
on my smartphone that I check throughout the day. I follow specific topics 
and watch headline news throughout the day. 
Speaker 1: Okay. That's great. As somebody who is an academic expert with industry 
experience, how would you describe the current political environment in 
our country? 
MARKETING	AN	IDEOLOGY	 	 									136	
Speaker 2: I think the current political environment is toxic. Mainly because I don't 
believe that fair and equitable discourse is allowed to take place. I think 
people are talking past each other and at each other, not necessarily to 
each other. I think conversations become so politicized now that people 
don't have an opportunity to actually share their valid, reasonable 
opinions, because they immediately are forced to take a side and backed 
into a corner to defend whatever that side might be. 
Speaker 1: That's a great perspective. Would you say that our country's political 
environment is something that's important for corporate companies to be 
monitoring? 
Speaker 2: It is, because politics effects legislation, which effects regulation, which 
effects corporations. So, absolutely. I think corporations are having to 
make a bet on which political argument or angle will get elevated so that 
they'll understand what decisions they need to make from a corporate 
standpoint.  
Speaker 2: They also need to be aware of the climate and the conversation that's 
taking place, so that they can then make adjustments as needed to be seen 
from the best advantage point for their stakeholders, shareholders, 
investors, and customers.   
Speaker 1: That's great. How important would you say that millennials customers are 
to these corporate companies? Not necessarily in terms of what they're 
trying to market or what their product is, but just in terms of where they 
are age-wise and as a portion of the customer base. 
Speaker 2: Sure. Very important. On a scale of one to 10? An eight, with a trajectory 
toward 10. Because, there are now going to be more millennials than there 
will be anybody else. When you think that this generation ... It's 
particularly entering the job market, and then beginning to consume 
products that maybe before weren't relevant in terms of mortgages, and 
securities, and insurances, and all the things that come with the longer part 
of your life, which is career oriented.  
Speaker 2: I think this population will become increasingly important, because they 
are greater in number and they're also more vocal and more social media 
savvy, which allows them to mobilize and galvanize in action a lot faster 
than maybe some previous generations have.  
Speaker 1: That's a great insight. The next few questions have to do with a little bit 
about the influence of different corporate CSR strategies. I'm curious 
whether you are aware of any recent trends in the use of corporate social 
responsibility statements, either in the ways that they're currently being 
used in the industry or maybe in ways that they perhaps differ from how 
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they've been used in the past? Really, whatever direction you want to take 
it in. 
Speaker 2: I see a trend of corporations trying to be more relevant and talking to 
millennials and it not being effective, because I don't necessarily think 
corporations have an appreciation of how millennials consume 
information and how they make decisions. What I've noticed is a lot of 
inauthentic campaigns that don't resonate well, because my understanding 
and my observation is that millennials tend to be much more likely to 
make decisions based on their personal influencer circles, not on what a 
corporation says. 
Speaker 2: As a matter of fact, the trust factor for corporations are declining. In 
response to that, corporations are trying to create authentic messages, 
which means that they probably aren't genuine if you're trying to 
manufacture an authentic message. I see corporations targeting 
millennials, appreciating the value that they have and will continue to 
bring, but not necessarily understanding that audience well enough to 
authentically connect with them in a way that's meaningful or significant 
to the millennials. 
Speaker 1: That's wonderful. Would you say that factors such as the country's 
political environment and the consumer power of the millennial generation 
do influence corporate social responsibility strategy of corporate 
companies? How do you think that these factors play an influence on 
those? 
Speaker 2: Absolutely. It would have to play a factor, you can't be in business and 
ignore the biggest demographic that would make up a customer base. 
Now, certainly corporations still have to be mindful of what their product 
or service is and who they're targeting. There's some products that just 
may not be relevant to millennials, but probably not yet.  
Speaker 1: Mm-hmm (affirmative). 
Speaker 2: It's more of a future focus on, "Okay. One day these individuals will do X, 
Y, and Z." Part of that generation has yet to have the ability to vote, but as 
we saw just from some of the activism this past weekend they will be 
voting soon. If you're a corporation you need to think about, "Hey. What 
stance have we taken on these issues that this generation is likely to vote 
on?" Even if they can't vote today, they could possibly vote within six 
months, Within a year, or whatever it might be. 
Speaker 1: Right. 
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Speaker 2: Even if they aren't a relevant target audience now, they probably will be 
very soon, so I think corporations have to take that into consideration as 
well. Again, just to share numbers of how many millennials there are and 
will be in terms of when this generation ... What year it gets cut, I think it's 
a group that cannot be ignored. 
Speaker 2: That you would have to make plans in terms of what are the priorities of 
people in this age? What will their needs be? Just like we had to do an 
assessment of, "Okay. What needs will baby boomers have as they are 
retiring?" Those needs are completely different from when they were in 
the workforce and that shift that a lot of corporations had to do I think will 
be another paradigm shift to accommodate where millennials will be as 
their careers progress. 
Speaker 1: That's really interesting. It certainly will be interesting to see how that 
impacts the landscape of the industry. Do you think that political corporate 
social responsibility statements actually have the potential to influence 
customer purchasing behavior? 
Speaker 2: To a minimal degree. All their customers aren't millennials, so there are 
people who are much more receptive to corporate audiences. I would say 
if you compare boomers to millennials, you'd see a great disparity between 
how those groups respond to what corporate messages are. Boomers tend 
to be much more trusting. That was the generation that worked for the 
same company for decades and retired out of that, so there was allegiance 
to a company and there was trust in that company as well. 
Speaker 2: You don't see that now. You see much more of millennials moving from 
job to job over the course of their career. They have less allegiance to one 
particular company and there's much more corruption that's being exposed 
because of social media as well. People in general are just less likely to 
put confidence and faith in corporations, because what they used to be 
able to hide they aren't able to hide any longer.  
Speaker 1: Absolutely. I agree. That's really important. I know we talked about this a 
little bit earlier, but how do you think that factors like the country’s 
political environment and the consumer power of millennials influence the 
direction they decide to take? What elements would you say that you think 
they're most interested in that really have the most impact? 
Speaker 2: I think technology is mostly effective. Companies are utilizing technology 
in their messaging in their communication strategies much more 
effectively now, because that's a reflection of how the millennials 
consume information. It was interesting when Facebook was really just 
sort of peaking, that suddenly every corporation started advertising their 
Facebook page instead of their website.  
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Speaker 1: Right. 
Speaker 2: Which, was a complete shift in how they had been doing things. The 
reason was because this millennial generation that's coming up is online, 
not going to come to our website. They're not seeking us out, we have to 
go where they are. They're not necessarily interested in having information 
pushed out to them, it's much more of a conversation that needs to be a 
dialogue. 
Speaker 2: Then there became this whole shift toward web 2.0 where the conversation 
was user generated and there was power shift as well, where companies 
began to react because customers would tweet and the Twitter base could 
basically demand that a company respond in a certain way that had not 
been the case previously.  
Speaker 1: Absolutely. I think that's a really interesting shift as well. Looking at kind 
of other elements of this issue, how would you say that companies 
measure and balance the potential risks and rewards associated with 
leveraging different partisan issues in their corporate communications?  
Speaker 1: For example, if their commentary is appealing to a customer, that may 
increase loyalty. But, if it's not that may actually alienate part of the 
customer base.  
Speaker 2: I think because the country's so divided ... Back to your first question. The 
environment is toxic and people ... But, the country's also almost evenly 
split. Saying one thing will almost by nature make someone else unhappy 
and it probably comes down to money, as everything does. In corporate 
America I think a lot of those decisions are made by, "What is the profit 
model going to be?" 
Speaker 2: Yes. People can complain, and whine, and protest and what have you, but 
as long as money's still being made it's not really much of an issue. That's 
very evident when you really look at how corporations are responding and 
how slowly corporations have responded to protest and activism against 
the National Rifle Association. 
Speaker 2: They, for decades absolutely have not cared. Why? Because they were still 
very profitable. The reason there's a shift now is because suddenly gun 
sales are down, the protests are more active, and now corporations are 
responding to the fact that people might start boycotting their companies 
and they may be losing money because of their particular stance on an 
issue. 
Speaker 2: It's always really about the money. As long as something's profitable, 
people can easily ignore the social or moral imperatives. But, the moment 
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they begin losing money then suddenly it will become a priority. That's 
just always been the case and probably always will be. 
Speaker 1: Right. That is also very interesting. My next question is more of a school 
of thought type question. 
Speaker 2: Okay.  
Speaker 1: I've heard some people say that business should just completely avoid 
commenting on politics at all, because maybe it's not their place to 
influence customer political beliefs because of these risks associate with it. 
At the same time, I've heard other people say that businesses have a social 
obligation to comment on politics as a form of doing good and really kind 
of giving back to the community. I'm curious what your opinion is and 
why? 
Speaker 2: My opinion is that a company should be authentic to the leadership that 
runs it. If you are a company that was family owned, and then you got 
invested in and became public ... If the leadership of the company is very 
deeply entrenched in certain ideologies then it would not be ... They 
probably are successful because of those beliefs, so they should be true to 
those beliefs. 
Speaker 2: For other companies that sort of were just manufactured and they were just 
putting out a product, it would make for them to take a stand and it's good 
for their business. I don't think there's one right answer, I just think 
authenticity is really what drives the day.  
Speaker 2: If company doesn't believe something but is taking a stance, nobody 
would buy that, so they probably would not be successful because they 
were not being true to the identity of the company. 
Speaker 1: No. I agree. That's a great explanation. I think there is definitely a lot of 
gray area between those too and it's hard to know what the right answer is. 
Is there anything else that you would like to add regarding your 
understanding of political corporate social responsibility statements and 
their application? 
Speaker 2: I think I said everything. 
Speaker 1: Great. We definitely covered a lot there. Do you have any other questions 
about this study or any of the questions in this interview? 
Speaker 2: Nope. 
 
MARKETING	AN	IDEOLOGY	 	 									141	
Interview 9 
Speaker 1: Wonderful so the first set of questions that I have pertain to the topic of awareness 
about this issue. So I would love to hear a little bit about how you get your news 
and how often you keep up with current events. 
Speaker 2: Largely I get my news from a compilation of Twitter feeds and local news station 
apps on my phone. And then even just the Apple news that it selects for me based 
on my preferences, that gets delivered to me daily. That's my main three. 
Speaker 1: Great, that's really helpful. And as someone who's a business professional, how 
would you describe the current political environment in our country? 
Speaker 2: Can you say the first part of that question again? 
Speaker 1: Sure, no problem. As somebody who has a lot of industry experience and is a 
business professional, I'm wondering how you would describe the current political 
environment of our country? 
Speaker 2: Oh, yeah. So I think it's really interesting. Obviously, it's very divisive the way 
things have played out over the last year. I think political conversation has 
become more prevalent in most work environments, and it's very difficult to avoid 
it. So I actually work a lot in industries that touch federal, and state and local 
governments in particular, so we have to be super careful because those political 
ties have a lot of meaning, obviously, in those industries. So I would say it's 
impossible for it to be out of context, or out of the general workplace 
conversation. And I think actually it's probably been more healthy discourse, even 
though there's also been more difficult conversations happening as a result of the 
current political environment. 
Speaker 2: Because people are constantly thinking about it, they've probably engaged in 
more conversations about it now than they ever have before, just because it's been 
so divisive and there's so many opinions out there that they want to share. 
Speaker 1: Absolutely. That's a great explanation. Would you say that our country's political 
environment is something that is important for corporate companies to monitor? 
Speaker 2: Let me think about that. Yes, it is important for it to be monitored. However, I 
also think it's important for companies to kind of take their own road, and not to 
be overly influenced by the political climate that might change their direction. 
Because in all honesty, what companies are doing should not be solely dependent 
on or heavily influenced by the political environment. And if they are, then they 
actually become part of that political machine versus really looking at who they're 
serving and what the community needs. Whether it's a product or a service, what 
are they really creating, and what's necessary for that audience? Not about what's 
going to make sense politically.  
MARKETING	AN	IDEOLOGY	 	 									142	
Speaker 2: Now, I say that but again, because of the political relevance it's always there. I do 
think that you have to be mindful of it, but I wouldn't give it any more emphasis 
now than in previous years, mostly just because you should be focused on your 
audience and what they need, not so much what's politically going to be savvy or 
appropriate. 
Speaker 1: That makes a lot of sense. And how important would you say that millennial 
customers are to companies? Not necessarily based on what the type of business 
is, or what the type of product is, but just in terms of where they are in terms of 
age and as a consumer base? 
Speaker 2: Oh well they're really significant, and I think most companies are trying to figure 
out the best way to market to them and engage them at this point. So it's like any 
other new group and new generation that comes on board. More and more 
millennials are not only coming into the workplace, but making major buying 
decisions that companies have to pay attention to, so I think it's really significant.  
Speaker 1: Great, that's really helpful. So my next few questions have to do with the 
influence of CSR in corporate companies. So I'm curious whether there are any 
recent trends in the use of corporate social responsibility statements that you've 
seen in the industry? Either in the ways that CSR is being used currently, or 
maybe in ways that has differed than how it's been used in the past. 
Speaker 2: What I think is, honestly those statements weren't always mandatory for 
companies in the past. They may have come up with a company mission and 
vision, but they didn't consider social responsibility as a mandatory component 
when they were setting up a business. Now I see more companies embracing that 
as a baseline, saying you have to have it in order to operate the same way you 
would need a mission or a vision statement, or value statement. So I think it's 
becoming more commonplace and more expected than it has in the past, and that's 
kind of the biggest shift, just knowing that you need one. 
Speaker 2: And a lot of companies, when it comes to social responsibility, they're thinking 
about the environmental impact of what they produce or what they do and making 
sure that that's considered. So even if they don't have an official corporate social 
responsibility statement, they have an environmental impact statement. So along 
the same lines, because they realize that's mandatory at this point, and people 
want to know how what you're doing is impacting the environment. 
Speaker 1: Right, that's a great explanation. So do you think that factors including the 
country's political environment and the consumer power of the millennial 
generation do actually influence the shaping and creation of corporate social 
responsibility strategy? 
Speaker 2: I do. Just the fact that they're even using these social responsibility statements is, 
in very many ways, reflecting the fact that the millennial population is very 
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interested in how we're impacting our communities and our environments. So I 
think that the nature of becoming more prevalent and more relevant in everything 
that companies are doing when they get started and when they go to market tells 
you that they are listening and paying attention to the millennials as a target 
group. 
Speaker 2: As for the political side of things, I think to some degree companies are using that 
to an advantage. So let’s say that companies can make judgments that they maybe 
align more with one particular candidate or one particular group, whether it's 
democrats or republicans, then they might actually start posting content all around 
their sites about relevant information that would target somebody who identifies 
democratic or identifies republican. And they would do that aligning with 
millennials. So I think they would only use that content as just another way to 
enrich the engagement with millennials, so not because they're trying to make 
overarching statements, but more because they're trying to show that they care 
about the same things that the millennials care about.  
Speaker 1: Absolutely, that's really interesting. And do you think that political corporate 
social responsibility statements actually have the potential to influence consumer 
purchasing behavior? 
Speaker 2: Absolutely. I think people are more likely to consider that element of a company, 
and some companies even put their social responsibility up front on their home 
page because it's that important.  
Speaker 1: Interesting.  
Speaker 2: I think people are more likely, especially millennials, to make decisions based on 
a company’s values and what they're doing for the community. They would 
actually pay more for it if…let's say a company was contributing and reinvesting 
in a local community and/or making a positive environmental impact. The 
millennial would pay more for that product and/or service than they would for a 
company that does not provide that. 
Speaker 1: Okay, that's really good to know. And I would love to hear a little bit about 
whether there’s anything you've observed about how different companies are 
actually adapting their CSR message to appeal to the political preferences of 
modern consumers, including millennials? 
Speaker 2: So I don't know if that’s the case. I don't know that anyone's willing to go too far 
down the line of aligning their social responsibility statement with a political 
angle, meaning that they're going to choose one side over another, unless they 
know for certain they're not alienating a major portion of their target audience by 
doing so. So for example, if one company knows that perhaps they're targeting 
minority customers within a certain age group that 99% of identify as democratic, 
then yes, their corporate responsibility statement may reflect as democratic 
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values. However, I think most companies are shying away from being too 
concrete on that because of the fact that it could alienate future target audiences.  
Speaker 2: I wouldn't say that I've seen a lot of people taking that as an opportunity. I think 
more than anything, it's not the political, but it's the social impact, social and 
environmental impact that they're playing up. Because they know that millennials 
in particular care about what happens to their environment, what happens to their 
community, and they care about reinvestment. And so those are the things that I'm 
seeing in corporate responsibility, a little less of that political heaviness and tie. 
Speaker 1: Sure, that's a really great insight. That's actually a really great segue into my next 
question as well, which does have to do with this issue of how companies 
measure and balance the potential risks and rewards of leveraging those partisan 
issues in their corporate communications. For example, I know you mentioned a 
little bit about how on one hand if a company publishes or takes a stance on 
whatever issue and it’s appealing, that could potentially attract customers. But 
there is also a big risk for alienating part of their customer base if it's a message 
that people don't find appealing. 
Speaker 2: Absolutely. And like I said before, it's just knowing your target audience. If you 
know the political makeup of your target audience, and you know that your sales 
and/or potential business growth is coming largely from a certain population, then 
you can afford to put up posters in your storefront that are relative to that. You 
can afford to do those types of things that align just with that audience. But I 
would say that's a small percentage of people who are willing to do it.  
Speaker 2: But let's say even if only 15% of companies are willing to take that approach, the 
ones that do so and reflect the values of an audience that they know very well will 
cause that audience to become fiercely loyal because they feel like those values 
are represented in the company. So if a company can make that stance, and it can 
does that confidently because it understands its target audience well enough, then 
the benefits are huge. 
Speaker 1: That's a really great perspective. My next question is more of a school of thought 
type question. I've heard some people say that businesses should completely avoid 
commenting on politics because maybe it's not their place to influence customers' 
political beliefs. But I've also heard people argue that businesses have sort of a 
social obligation to comment on politics as a form of doing good for the 
community. So I would love to hear a little bit about what your opinion is and 
why. 
Speaker 2: I'm not a huge proponent of companies making political comments for their own 
personal gain, and/or using information and persuasion that has a political tie for 
the growth of their own business. I don’t agree with companies taking facts and 
twisting them, and trying to persuade or kind of enrage a base that they know is 
kind of sensitive or tender about an issue.  
MARKETING	AN	IDEOLOGY	 	 									145	
Speaker 1: Right.  
Speaker 2: So I think there's certainly a line that you can cross. It's one thing when company 
values, say, are largely democratic in nature, so they support the local candidates 
and put up their materials all around the storefront, and they toe that line, and if 
anybody asks them they know this is where they are. But they don't use that to try 
to get all of their customers that come into the store, they don't hand out the 
pamphlet and say, "Hey, you should really vote for this person, and here's why." I 
think there's a point where it can become like lobbying, and that's a line that they 
shouldn't cross.  
Speaker 2: But at the same time, any company can make political commentary and it's up to 
the consumer to decide whether they believe that company or not. So it's really 
about, whether they have the information to really support their beliefs, and 
whether they doing it purely to participate in social discourse. Or are they doing it 
to persuade and use their face as a means to lobby for candidates or lobby for 
changes that they think would benefit them? So I think it's a tender line, and you 
can do it the right way, or you can do it the wrong way, and this is my personal 
opinion, you can do it the right way, or you can do it in a way that is kind of using 
your power to persuade and maybe not necessarily looking at it as a social 
responsibility. 
Speaker 1: Okay, yeah. I think it's definitely important to make that distinction and be 
conscious of that line. So is there anything else that you would like to add 
regarding your understanding of political corporate social responsibility and their 
application? 
Speaker 2: Only thing I would say is, we've talked a lot about how people would use it in 
marketing, but the social responsibility, and maybe not so much the political 
angle, or maybe it's in some people's social responsibility statements, but one 
piece of marketing that is not always thought of that I think is significant, 
especially talking about the millennial group, is the fact that any of those 
corporate statements can also be used for recruitment.  
Speaker 1: Okay. 
Speaker 2: So you're trying to build a powerhouse company that has the best possible talent, 
having those social statements that reflect investment and commitment to the 
community and environment, etc. does go a long way in marketing you as a place 
of workplace for a potential millennial, if you're trying to get the best possible 
talent.  
Speaker 1: Absolutely. Do you have any other questions about the overall study, or any of the 
questions in the interview?  
Speaker 2: No. 
MARKETING	AN	IDEOLOGY	 	 									146	
 
Interview 10 
Speaker 1: The first set of questions I have pertain to awareness about corporate social 
responsibility, and I would love to hear a little bit about how you get your news 
and how often you keep up with current events. 
Speaker 2: Okay. So how I get my news. I guess it's a combination of a lot of different 
sources. I'm reading different news on different sites, and I try to read a 
combination of right-leaning and left-leaning type of outlets. I tend to lean a little 
bit, I think, further left than right. So, National Review, CNN, Financial Times. A 
lot of different sources. 
Speaker 1: Okay, that's helpful. As somebody who is a business professional, how would you 
describe the current political environment in our country? 
Speaker 2: Chaotic, unhelpful, divisive. I have a lot of words for it. If I operated my business 
like the government operates and how people treat each other, we wouldn't be in 
business. There's no empathy for either side. There's not a willingness to listen 
and understand, and I think without that, you're not going to get any progress. 
Speaker 1: Sure. Would you say that our country's political environment is something that's 
important for corporate companies to monitor? 
Speaker 2: I think it is. Every big company has a lobbying group that's trying to advocate for 
what's going to be advantageous for that particular industry. Who’s in control and 
what beliefs and ideologies are controlling the government will greatly impact 
how companies operate and ultimately perform. 
Speaker 1: Okay. How important would you say that millennial customers are to these 
different companies? Not necessarily based on product type or market exactly, but 
just in terms of how this group represents a portion of the customer base in terms 
of age and demographics. 
Speaker 2: Well, I mean every brand has a different target but, obviously, this group is 
acquiring more discretionary income as time goes on, and they can vote with their 
wallets, and ultimately, they're going to change the way companies are going to 
have to market. I would say they're not as brand loyal potentially or have different 
thoughts around how they align themselves with brands. 
Speaker 2: To your point, I think it's a lot more focused on what the company stands for and 
what the purpose is, around the brand and just what the functional benefits of a 
brand or what that brand delivers. There's different media that they absorb, and 
that's going to obviously change the way that brands communicate with their 
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consumers. So there's a lot of changes that people are going to have to take on and 
then implement as they look to build their brands with their constituents. 
Speaker 1: Sure. Are there any recent trends in the use of corporate social responsibility 
statements that you're aware of? Either in the ways that they're being used 
currently or maybe in ways that they're being used that differs from how they've 
been used in the past? 
Speaker 2: It's difficult for me to say because I haven't really been in a big company in 10 
years. I can tell you that my last two years at Campbell's was 2008-2009. At that 
point, we had hired our first corporate social responsibility leader, and really that 
was the first time that a statement was issued. At that point, there was an 
acknowledgment that it is going to become increasingly important, and it was 
time for organizations to focus their resources around it, using that statement to 
help guide how you behave in the marketplace. 
Speaker 1: Sure. Would you say that the country's political environment and the consumer 
power of the millennial generation are factors that influence corporate social 
responsibility strategy? 
Speaker 2: Well, I think it is. We just got back from a conference, which is called the Natural 
Products Expo. There were about 8,000 brands that were small brands that were 
natural and organic, really across food and cleaning products, and consumer 
healthcare, all of those different categories. Basically, brands exist because of 
consumers, and if there's not a demand for those brands then they're not going to 
exist. 
Speaker 2: I think we see a lot of the larger brands, the ones that I was leading and associated 
with throughout my career, losing to a lot of those brands because they're more 
genuine and because they are clean label, and because they're more friendly to the 
environment, and seem to be more genuine with regard to the environment and 
corporate responsibility. There's probably no doubt that millennials are probably 
flocking to those brands more than the traditional brands that my generation grew 
up with. 
Speaker 1: Sure, that's a really interesting insight. Do you think that political corporate social 
responsibility statements actually have the potential to influence consumer 
purchasing behavior? 
Speaker 2: You know, that's a good question. I don't know. I think that the corporate social 
responsibility statements have to influence how the company behaves, which 
ultimately impacts the products that the company launches and the way they 
market those products. So indirectly I think it does. I don't think directly ... I don't 
know. I'm not a millennial, I'm not as close to it. Does a millennial go to a website 
and read the corporate social responsibility statement before they decide to 
purchase a product? I'm not sure of that but I can tell you that if it's properly 
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utilized within the company, it is impacting the way they go to market, so 
indirectly it is influencing buying behavior. 
Speaker 1: That's great. What kinds of issues would you say that companies consider when 
they're developing a marketing strategy around their business or their brand as it 
pertains to corporate social responsibility? 
Speaker 2: Well, I mean if it matters to their consumer then it's going to be an integral part of 
how they think about how they market and the types of products that they 
develop. So it always starts with the consumer, and consumer interest, and 
perceptions and behavior. I mean as a marketer, we're starting there and if 
millennials are a key target for us, we're trying to understand how important that 
is generating that. 
Speaker 2: That's likely where the lack of genuineness is coming from, probably, as those 
consumers vote with their wallets because it seems like more of a reaction to an 
interest from a consumer base than being really genuine interest in developing 
that for the company. Whereas some of these smaller companies are actually 
grounded in that their reasons for being is grounded in social reasonability. I think 
that's why we see a lot of these challenger brands and small brands starting to gain 
a lot of traction in the marketplace is because of the authenticity that it brings to 
the table. 
Speaker 1: Okay, that's a good point, too. How would you say companies measure and 
balance the potential risks and rewards associated with leveraging these different 
partisan issues in their corporate communications? 
Speaker 2: I think they need to be careful about it. I mean I saw firsthand with my old 
company. The CEO, Denise Morrison of Campbell Soup Company, was on the 
Presidents Council, the CEO Council. He did something outlandish and stayed on 
the council, and there was a ton of backlash around that. You have to be careful, 
especially given how decisive the political environment is, because you're 
essentially going to alienate 50% of your consumer base by aligning yourself with 
the political process. Right, so 50% is always going to be unhappy with you. 
From that perspective, in my opinion, it's better to be unbiased and apolitical than 
really be aligned with any political process. 
Speaker 1: Okay. My next question is sort of a school of thought type question. I've heard 
some people say that businesses should completely avoid commenting on politics 
because maybe it's not their place to influence costumer's political beliefs. But 
I've heard others say that businesses have a social obligation to comment on 
politics as a form of going good for the community. I would love to hear a little 
bit about what your opinion is and why. 
Speaker 2: I think brands do best when they stand for something. It's more about having 
values and standing for those values. I mean where it makes the most sense. 
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Companies that are with the NRA, and to use an example, with the NRA and 
school shootings. Delta's stepping forward and taking a stand against this and 
eliminating their relationship with the NRA was a powerful stand that stood for 
the values of the company. There is going to be backlash there but you're standing 
for a specific issue that the company feels very strongly about. 
Speaker 1: Right, that makes a lot of sense. Well, is there anything else that you'd like to add 
regarding your understanding of political CSR statements and their applications, 
or any questions about this study? 
Speaker 2: No. 
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Appendix C: Survey Questionnaire 
Study Title: Marketing an Ideology: An analysis of the impact of political corporate social 
responsibility statements on marketing strategy and millennial brand perception 
 
Summary:  The purpose of this research study is to examine the use of corporate social 
responsibility statements as marketing strategies intended to influence millennial customers’ 
perceptions of brands during a time of heightened political tension. It will investigate millennial 
opinions of companies and brands that leverage political issues to propel their statements of 
corporate social responsibility. This study attempts to determine the value that corporate social 
responsibility holds in the minds of millennials in terms of brand perception as well as 
influencing purchasing decisions, and it investigates the consequent implications for corporate 
marketing strategy. 
 
Procedure:  This survey will be conducted entirely online, and participation is completely 
voluntary. The nature of this topic is not designed to be intrusive, but you may choose to 
withdraw your consent to be in the study at any time for any reason without penalty. You will 
not be compensated for participating in this survey, and the survey should take approximately ten 
minutes. Additionally, all responses are anonymous, and if you choose to participate, you will be 
one of approximately 200 survey participants. 
 
Questions: If you have any questions about this study, please feel free to reach out to Lindsay 
Thompson, the primary researcher, at lindsay9@live.unc.edu. The IRB study number is 17-3243, 
and questions about the IRB approval of this study can be directed to the UNC Office of Human 
Research Ethics (phone: 919-966-3113). 
 
Consent:  If you are a member of the millennial generation (ages 18 to 34) and voluntarily agree 
to participate in this study, please indicate your consent by pressing “next” to begin the survey. 
 
Thank you! 
 
 
Q2 Please evaluate the following statement: Politics are important to me.        
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
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Q3 Please evaluate the following statement: I regularly follow politics in the news.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
 
 
Page Break  
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Q4 Did you vote in the presidential election of 2016?     
o Yes  (1)  
o No  (2)  
 
 
 
Q5 Are you registered to vote?     
o Yes  (1)  
o No  (2)  
 
 
 
Q6 How often do you vote in elections?     
o Always  (1)  
o Often  (2)  
o Sometimes  (3)  
o Rarely  (4)  
o Never  (5)  
 
 
 
Q7 Have you ever attended a political rally?     
o Yes (please describe)  (1) ________________________________________________ 
o No  (2)  
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Q8 Have you volunteered or contributed to a political campaign in the past five years?     
o Yes  (1)  
o No  (2)  
 
 
Page Break  
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Q9 Please evaluate the following statement: Statements of corporate social responsibility that are 
promoted by today’s consumer brands are becoming increasingly motivated by politics. 
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
 
 
 
Q10 Please evaluate the following statement: Corporate companies have a social obligation to 
comment on politics as part of “doing good” in their communities.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
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Q11 Please evaluate the following statement: Corporate companies should not comment on 
politics because it is not their place to influence customers’ political beliefs.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
 
 
 
Q12 Please evaluate the following statement: A company’s political views influence my 
perception of its brands. 
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
 
 
 
Q13 Please evaluate the following statement: I view a brand more favorably if its political views 
reflect my own.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
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Q14 Please evaluate the following statement: I view a brand less favorably if its political views 
do not reflect my own.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
 
 
 
Q15 Please evaluate the following statement: I would express my thoughts, whether positive or 
negative, about a company’s political views using social media.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
 
 
Page Break  
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Q16 On a scale from one to five (with one being unengaged and five being engaged) how would 
you rate your level of engagement with social media in general?     
o 1  (1)  
o 2  (2)  
o 3  (3)  
o 4  (4)  
o 5  (5)  
 
 
 
Q17 Please evaluate the following statement: I would tell my friends and family to become or 
not to become a customer of a company based on its political views.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
 
 
 
Q18 Please describe an example of a time when a company’s political views influenced your 
perception of a brand.     
________________________________________________________________ 
 
 
Page Break  
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Q19 Please evaluate the following statement: I am more likely to purchase a product or service if 
a company’s political views reflect my own.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
 
 
 
Q20 Please evaluate the following statement: I am less likely to purchase a product or service if a 
company’s political views do not reflect my own.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
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Q21 Please evaluate the following statement: I would boycott a company’s products or services 
if I found out that its political views do not reflect my own.     
o Strongly agree  (1)  
o Agree  (2)  
o Neither agree nor disagree  (3)  
o Disagree  (4)  
o Strongly disagree  (5)  
 
 
Page Break  
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Q22 How many years old are you?     
o 18  (1)  
o 19  (2)  
o 20  (3)  
o 21  (4)  
o 22  (5)  
o 23  (6)  
o 24  (7)  
o 25  (8)  
o 26  (9)  
o 27  (10)  
o 28  (11)  
o 29  (12)  
o 30  (13)  
o 31  (14)  
o 32  (15)  
o 33  (16)  
o 34  (17)  
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Q23 How do you describe yourself?     
o Male  (1)  
o Female  (2)  
o Transgender  (3)  
o Other (please describe)  (4) ________________________________________________ 
o Prefer not to answer  (5)  
 
 
 
Q24 Which of the following best describes you? (please check all that apply)  
  Caucasian  (1)  
  African-American  (2)  
  American Indian or Alaskan Native  (3)  
  Asian  (4)  
  Native Hawaiian or Pacific Islander  (5)  
  Other (please describe)  (6) ________________________________________________ 
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Q25 What is the highest level of education you have completed currently? (ex. a sophomore in 
college would indicate some college but no degree)     
o Less than a high school degree  (1)  
o High school degree or equivalent  (2)  
o Some college but no degree  (3)  
o Associate's degree  (4)  
o Bachelor's degree  (5)  
o Graduate degree  (6)  
 
 
 
Q26 Which of the following best describes you?     
o Student  (1)  
o Employed part-time  (2)  
o Employed full-time  (3)  
o Unemployed  (4)  
o Other (please describe)  (5) ________________________________________________ 
 
 
Page Break  
  
MARKETING	AN	IDEOLOGY	 	 									163	
 
Q27 Which of the following best describes you?     
o Republican  (1)  
o Democrat  (2)  
o Independent  (3)  
o Other (please describe)  (4)  
 
 
 
Q28 Which of the following best describes your views on economic policy?     
o Very conservative  (1)  
o Moderately conservative  (2)  
o Neutral  (3)  
o Moderately liberal  (4)  
o Very liberal  (5)  
 
 
 
Q29 Which of the following best describes your views on social policy?     
o Very conservative  (1)  
o Moderately conservative  (2)  
o Neutral  (3)  
o Moderately liberal  (4)  
o Very liberal  (5)  
 
 
Page Break  
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Q30 Is there anything you would like to say about this research subject or the questions in this 
survey?     
________________________________________________________________ 
 
 
Page Break  
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Q31 If you are a student in the UNC School of Media and Journalism and taking this survey 
through the MEJO research participant pool, you may be eligible to receive research credit by 
completing this survey. If you wish to receive research credit for completing this survey, please 
enter your name below.  
________________________________________________________________ 
 
 
 
Q32 Additionally, please enter your UNC PID number to receive research credit.  
________________________________________________________________ 
 
End of Block: Default Question Block 
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